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AND AGENTS 


Since 1886 


NEW YORK NEW ORLEANS 
120 Wall Street 427 Gravier St. 





COLOMBIA, 


home of 
PREMIUM 
coffees 


The full flavor and aroma locked by nature within each Colombian coffee bean must be 
preserved during the processing which follows picking. After depulping, 
the beans are soaked in concrete tanks, then washed in continually changing 
water, and finally spread on sunny patios where they are constantly raked 
to insure uniform drying. Next, milling machines remove the parchment 
to reveal the beans, which are graded, hand-picked and inspected by 
specialists. As a result only the finest coffee leaves Colombian shores, so 
that merchants, grocers and housewives everywhere agree that coffee from 
Colombia is the best in the world. 


120 Wall Street, New York 5, N. Y. 


Member of 
Pan American Coffee Bureau 


National Federation of Coffee Growers of Colombia 








completely 
modern 
inside 

and out 








preppy 


series ’61 
de luxe 
urn batteries 


with these exclusive features 


<« Gridded Riser* 

< Panel construction 

<« Front drain on coffee liners 

< Dial thermometer 

<« Self-closing, easy to clean faucets 
< Seam welded urn seams 

« Adjustable water gauge marker 

<« High powered heating unit 

<« Robertshaw automatic thermostats 
<« Prices start at $450.00 

















Everything you’ve ever hoped for in urn batteries 
has been included in the beautiful new Cecilware 
Series 61. Time saving, economical and efficient, 
they bring added prestige to your counter or 
kitchen . . . And brew the most delicious coffee 
you ever tasted! 








America’s leading urns — 
These distinctive new stain- 
less steel batteries are 






































f “aie : : worthy companions to the 

temperature & ra Cecilware Series 61 urns — 

: 4 ) tries : nationally recognized as the 

ees most original and practical 

Lace UA Rnlbiglnd ad csiiniieonensdhchiildinhesoeshodeed : urns in use today. Whether you require a com- 
The Gridded Riser is Ceciiware’s new coffee basket that utilizes a standard coffee bag pact single urn or a large battery, Cecilware has 
pasha a oo —. aa np i ptt pr am the right equipment for your operation. See the 
mended by the Coffee Brewing institute. For your copy, plus our iatest catalog, please complete line at your dealer, and write for special 
send 25c to cover cost of postage and handling. offer described at left. 


Coffee CECILWARE-COMMODORE PRODUCTS CORPORATION 
by a Since 1911, more than a million Cecilware-Commodore products in use 
gallon 


199 Lafayette Street, New York 12, N. Y. 
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MORE THAN EVERIS THE TIME TO 


SAVE 


WIE£TH 


DORTUGUESE 


WEST AFRICANS 


ANGOLA 


CABO VERDE*S.TOME 


THEY ARE SWEET 
ANDTHEY WILL 
BRING DOWN THE 
COST OF YOUR BLENDS 
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PORTUGAL 


D.SARAIVA 
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Saves 
packaging 
time 

and 

coffee 
overweights 


BAR-NUN’ 
BAG FEEDER, OPENER AND WEIGHER 


With only half of one operator's time, the Bar-Nun Automatic Bag Feeder, 
Opener and Weigher delivers up to 30 bags a minute—automatically fed, 
opened, weigh-filled, and ejected to the closing equipment. In fact, one oper- 
ator can easily tend two Bar-Nuns—as in the plant view below—with a com- 
bined production of 55 to 60 bags a minute. 


This rapid, automatic production cuts packaging labor costs as much as 
one-half, according to plant records on Bar-Nun installations. The saving in 
coffee usually exceeds even the big labor economy. The Bar-Nun stops over- 
weight losses . . . and dangerous underweights as well. And—it sets and 
maintains a regular, mechanical pace that keeps the department operating 

productively, hour after hour. 


With a Bar-Nun Automatic Bag 
Feeder, Opener and Weigher, you 
can... (1) cut your bag packaging 
labor payroll by a substantial per- 
centage; (2) stop costly over- 
weights; (3) end the danger of 
underweights; (4) increase and 
maintain your bag packaging pro- 
duction at a oiade pace. For de- 
tails on the Bar-Nun model that 
meets your requirements, tell us 
whether you pack ground or whole 
bean calle, the weights, and your 
approximate daily volume. Act to 
reduce your packaging costs now; 
write today. 


B.F. Gump Co. 


Engineers and Manufacturers Since 1872 


1312 SO. CICERO AVE. ° CHICAGO 50, ILLINOIS 
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GUMP RESEARCH 
has produced this complete fine js 








Rated best by the trade, Ideal Green 
Coffee Cleaners send completely 
cleaned coffee to the roaster. 





Gump Ray-Nox Coffee Roasters en- 
hance cup and keeping qualities; and 
reduce roasting costs. 





Preferred trade-wide, Gump Coffee 
Granulizers produce cool, clean-cut, 
consistently uniform grinds. 





The complete Bar-Nun line includes 
semi-automatic weighers, and auto- 
matic bag and can line equipment. 


Send for Catalogs and Bulle- 
tins on Gum offee Plant 
Equipment. No obligation. - 







Coffee & Tea Industries does it again! 





Coming up - in November - another example of 
81 years of coffee editorial leadership: 


ADVANCES IN 
COFFEE PRODUCTION TECHNOLOGY 


Many things shape the future of world coffee. worldwide research, outlining existing knowledge 
One of the most important is coffee production or showing the direction of efforts to extend the 





















technology. borders of that knowledge. 

Advances here determine future green coffee Twenty articles by top coffee scientists through- 
quality, costs, areas of production and output, out the world will form “Advances in Coffee 
in type as well as quality. Production Technology”. Each article is being 
Research on coffee production technology is prepared by a specialist in his field. Each will 
underway in many places around the world. summarize and bring up-to-date worldwide de- 









However, there is no summary now available of velopments on that subject. 







“Advances in Coffee Production Technology” 
will be of great significance to the world’s coffee 
industry — for information, for perspective, for 
making decisions on new projects. So much so 
that simultaneous editions will appear in Portu- 
guese and Spanish. 









—— 
—_— NUTT 







Reserve your extra copies now 





Orders for extra copies of the November, 1958, issue are coming in at an 





unprecedented pace from U. S. coffee importers and roasters, as well as from coffee 






centers all over the world. “Advances in Coffee Production Technology” will 






probably be one of the most widely read publications on coffee ever issued. Make 









sure you order, now, the additional copies your firm requires. They will be avail- 






able at 50¢ each. Send your order, with remittance, to: 






Bernard Sachs, Editor 
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106 Water St., New York 5, N. Y. 
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SHUT IT OF'F'? 


The TOMLINSON NO-DRIP FAUCET shuts 
itself off. By simply releasing one finger pres- 
sure on the shock-proof Zytel Nylon handle, 
the liquid is instantly turned off. Quality 
construction, quality components and 38 
— of faucet engineering have made the 

OMLINSON NO-DRIP FAUCET the 
world’s leading liquid food dispenser faucet, 
and the choice of the leading coffee urn 
manufacturers. 


Zytel Nylon handles, bonnets and bodies 
were laboratory tested for over 2 years prior 
to their introduction on the market. Taste, 
hygenic and wear-factor tests proved Zytel 
ylon equal in every respect to the metal 
arts replaced and added a big plus factor— 
ower cost for a superior product. 


The faucet is the heart of your urn—for the 
maximum in trouble free service —be sure 
your urns are TOMLINSON equipped —there 
is no substitute. 





All former models of ground key 
type faucets are still available — 
catalog on request. 
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The sign of distinction and quality service 


OMLINSON NO-DRIP FAUCET COMPANY 


1601 St. Clair Avenue 






















® Cleveland 14, Ohio 














Bulk-oTainer 


by CONTINENTAL 
it’s lined with Pliofilm* to 
© RETAIN PEAK FRESHNESS 


© SAVE THE COST OF LINING 
INDIVIDUAL COFFEE BAGS 


Here’s great news for you, if you package institutional coffee. 
Now you can get full Pliofilrn protection for your coffee and 


save money, too! 


Here’s how! Continental has lined the shipping container 
with Pliofilm instead of the individual bags. Experience shows 
that 12 one-pound bags of coffee stay roaster-fresh in Bulk- 
O-Tainer. And, of course, it costs less to line one shipping 


container than 12 small bags. 


Users are enthusiastic! The coffee aroma from a freshly- 
opened Bulk-O-Tainer lands new accounts on the spot. Insti- 
tutions like Bulk-O-Tainer because it’s easier to open than the 
individual Pliofilm bag. And Bulk-O-Tainer is so strong that 


it is being reused to hold ice, meat or produce! 


You can’t lose with Bulk-O-Tainer—unless you don’t use it. 


So get the full story from Continental today. 


CONTINENTAL (C CAN COMPANY 


FLEXIBLE PACKAGING DIVISION 


South Gate, Calif. MT. VERNON, OHIO Devon, Penna. 


QUALITY PRINTERS AND CONVERTERS 
OF FLEXIBLE PACKAGING MATERIALS 





for shipping and keeping coffee in bulk 





*TM, The Goodyear T.& R. Co. 
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“Our coffee carrier 

is the finest ever made 
-oThere’s 30% more 
t heat retention!” 


CECILWARE 
COFFEE CARRIER 


designed exclusively for coffee 





We asked our customers exactly what they 
wanted in a coffee carrier — then based the 
new Cecilware CC55 on their answers. Caterers, 
restaurants, hotels, institutions and others down 
the line agreed — they want a portable con- 
tainer easy to carry and one that keeps coffee 
really hot. 

Tests show that our special fiber giass in- 
sulation retains 30% more heat than other 
methods. No wonder Cecilware’s president is 
willing to go out on a limb to say “It’s the finest 
Cecilware stainless steel coffee carriers with 
fiber glass insulation. Available in 3 sizes: 


CC33—3 gal. CC55—5 gal... CCI000—10 gal. 
Prices start at $129.00. 


Write today for our new <otalog no. 21 


CECILWARE-COMMODORE 


PRODUCTS CORPORATION 


Since 1911, more than a million 
Cecilware-Commodore products in use. 


199 LAFAYETTE STREET ¢ NEW YORK 12, N.Y. 





PREVENT SEPARATION 
WITH A 
BURNS TRUE-FLOW 


Avoid annoying separation of different particle sizes between grinding 
and packing. Install the proven answer — a Burns True-Flow Bin. 
Check these features — 


and steep flare avoid pockets and keep the coffee flowing to the 
weighing machine in a uniform mix. 


gently but effectively keep small particles from adhering to the bin 
sides. 


move the ground coffee from both ends of the trough to the center 
discharge. 


is provided in a given floor space than can be obtained with ordinary 
ground coffee bins. 


Burns True-Flows are available in a wide range of heights, sizes and 
capacities. Write for Bulletin 11J4 — and ask your Burns engineer 
for a quotation. 


AND SONS, INC. 


NEW YORK CHICAGO 
onetattues DALLAS SAN FRANCISCO 


600 WEST 43rd STREET e NEW YORK 36, N. Y. 
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Fifteen Latin American coffee producing countries signed 
an agreement on September 27th to withhold a portion of 
their production from the market during the crop year 
starting October 1st. 

African producing areas did not join the agreement, but 
spokesmen for France and Portugal announced they would 
also institute export quotas on green coffee shipped from 
their African colonies to world markets. 

The volume of coffee covered by the two actions amounts 
to almost 90% of world production reaching normal trade 
channels. 

Under the Latin American agreement, Brazil will with- 
hold 40% of her 1958-59 production, Colombia will 
withhold 15% and the other Latin American countries will 
withhold 5% of their first 300,000 bags and 109% of the 
remainder. 

With coffee prices in the United States at their lowest 
level in eight years, both actions came as the result of meet- 
ings which have been held over the last four months by an 
International Coffee Study Group under the chairmanship of 
United States Assistant Secretary of State Thomas C. Mann. 


Study Group continues 
The Study Group, which represents both producing and 


consuming countries, announced that it would start work 
immediately on a long-range study of coffee problems with 
a view to correcting the imbalance between production and 
consumption in the years ahead. 

The United Kindom’s delegate suggested the compilation 
of a complete bibliography of earlier studies of the coffee 
situation. Chairman Mann appointed a committee to form- 
ulate plans for the long-range study, select a study agenda, 
consider the need for outside help, and set up a budget 
and a secretariat. 

The countries signing the 15-nation agreement were 
Brazil, Colombia, Costa Rica, Cuba, Dominican Republic, 
Ecuador, El Salvador, Guatemala, Haiti, Honduras, Mexico, 
Nicaragua, Panama, Peru and Venezuela. 

The head of the Brazilian Coffee institute hailed the new 
international coffee agreement as a program which will 
bring stability to coffee prices for the first time in a decade. 

Renato Costa Lima declared that his country does not want 
higher prices but needs fair compensation for its major 
crop. He declared that now, with an abundance of coffee 
available at stable prices, consumption in the United States 
and in other countries will increase. 

“Brazil and the other coffee-producing countries of Latin 
America are at last united in an international marketing 
program,'’ Mr. Costa Lima said. “Housewives in the United 
States and in other consuming countries can be assured it 
is a program which is fair both to producers and consumers, 
one which will stabilize prices. 

“In recent years, the United States has been watering 
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France, Portugal to curb exports from their African areas 






15 Latin American nations sign coffee quota pact 





its coffee. We hope that now the United States will return 
to brewing the flavorful, full-bodied cup of coffee which 
was once the typically American cup of coffee. 

“The best economic aid which the United States can give 
to Brazil is to drink more coffee, which is the currency of 
inter-American commerce. The more coffee my country can 
sell, the more machinery and other goods it can buy from tHe 
United States to further its own economic development. 
Only in this way can we strengthen Brazil's faith in its free 
economy.” 

Andres Uribe, head of the New York office of the 
National Federation of Coffee Growers of Colombia, de- 
clared that ‘Latin American solidarity reached a new high 
point’ with the signing of the agreement by all the coffee- 
producing countries of the hemisphere. 

“This action,” Mr. Uribe said, “is indicative of the for- 
ward thinking of Latin American governments. In addition 
to its tremendous importance for the many countries which 
lean heavily on coffee for foreign exchange, it points the 
way towards international understandings which will protect 
other primary commodities from undue market fluctuation. 
And it has long been recognized by economists that Latin 
America, as a major supplier of raw materials, cannot pros- 
per until prices of primary commodities are reasonably stabil- 
ized.” 

Mr. Uribe expressed regret that the attitude of some 
African and other producers had pfevented the agreement 
from being worldwide. 

With voluntary export quotas by France and Portugal, 
almost 90% of world production entering normal trade 
channels will now be regulated, Mr. Uribe pointed out. 
“As matter of principle, nevertheless, we wanted to bring 
the others in, so as to establish universality of sacrifice,” he 
said. 


Emergency needs only 


“For that reason we did everything possible to encourage 
them to join us. But fortunately we are in a position to 
stabilize the market even without them. As a matter of 
fact, Latin America had already undertaken to assume about 
96% of retentions and was asking the producers of Africa, 
Asia and Oceania to share only 4%.” 

Mr. Uribe further emphasized that it was important to 
understand that the new coffee agreement was concerned 
only with the emergency needs of the industry. An im- 
balance between production and consumption was pro- 
jected for at least several years, a fact recognized by all 
parties, he noted, and the International Coffee Study Group 
is starting immediately on a long-range study of coffee prob- 
lems. 

“We Latin American producers,” Mr. Uribe concluded, 
“approach this study in a strong position, because we have 

(Continued on page 26) 









WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


The millions of U. S, citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma. The U. S. taste for coffee 


has been built on Brazils, 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 


campaign for 
heartier coffee 
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BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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Basic factors in the deepening coffee crisis are pointed up 
by NCA President McKiernan in this article, excerpts from 
his talk at the fall meeting of the New York City Green 
Coffee Association. Mr. McKiernan also outlined the pro- 
ress of the 21-nation Coffee Study Group toward an in- 
ternational coffee agreement. In addition, he restated NCA’s 
policy on coffee stabilization measures, first announced last 
January at the Boca Raton convention. 


That there is a problem of coffee surpluses is now an 
incontrovertible and all too glaring reality. But it is just 
as clear a reality that the problem is centered basically in 
Brazil—and the problem is not exclusively a coffee prob- 
lem. 

Just a few weeks ago, the 
New York Times correspon- 
dent in Rio de Janeiro made 
this comment on recent U. S. 
government loans to Brazil: 

“Financial experts say that 
unless the coffee picture im- 
proves substantially, or a sol- 
ution is found for the oil 
problem, these loans — and 
simultaneous agreements by 
New York bankers to delay 
payments on outstanding 
loans of $200,000,000 that 
are due next year and in 1960—will not go far enough to 
save Brazil from catastrophic deficts this year and in en- 
suing years.” 

And here's a comparison of statistics which we find perti- 
nent. According to the press, Brazil's trade deficit last year 
was about $240,000,000. Her oii production last year was 
only one-fifth of her consumption. She had to import the 
other four-fifths. And what did that cost Brazil? It cost her 
more than $250,000,000. In short, her balance of trade on 
the wrong side of the ledger was almost the amount that 
she spent to import oil! 

” In any event, it seems obvious that any plant which pur- 
ports to bring supply and demand nearer to balance deserves 
careful study by open minds. While it is as true now as 
ever that the National Coffee Association is not interested 
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the problem of coffee surpluses 


Surpluses are now a glaring reality, Are they a coffee 
problem exclusively? What can be done about them — 


in producing areas as well as in consuming markets ? 


By JOHN F. MC KIERNAN, President 
National Coffee Association 









in schemes or devices for raising the price level to con- 
sumers, it is also true that we are not obstructionists. We be- 
lieve that the unprejudiced approach to reasonable pro- 
posals is part of the very essence of intelligent business 
policy—-and the foundation of the Free World's tenets. 

If the structure of the international coffee industry is to 
be secure, then it must be established upon a sound foun- 
dation. Today, the industry enjoys no such security. To 
establish its stability will require sacrifices—on our part as 
well as on the part of the producers Much as we oppose the 
idea of restrictions and regulations, we might find that— 
for the common welfare of the industry at large—we will 
have to live with them. We must be prepared to give 
quarter—but only if we are convinced that by doing so we 
will help to achieve a fair return to Latin American and 
African producers and, at the same time, a fair price to 
U. S. consumers. 

The producers, meanwhile, must be willing to make cer- 
tain adjustments in their own mode of operations. There 
are, for instance, several things they might do which, while 
not solving the immediate problem of surpluses, could do 
much to prevent its recurrence. 

The present surplus and the anticipated size of the next 
crop reflects the increasing efficiency of the coffee farmer. 
This is evident in better agronomy, more machinery, im- 
proved fertilizers and insecticides. Now if only this in- 
creased efficiency, coupled with excessive buffer stocks, could 
be matched with increased efficiency in boosting consump- 
tion of coffee—then we'd have little to be concerned about. 
If, on the other hand, consumption cannot be made to match 
production, then I submit, the growers should anticipate 
consumption requirements and make their production fall 
into line. 

Let me make here what I regard as a very important dis- 
tinction—the distinction between proposed solutions to a 
problem and the problem itself. Regardless of what specific 
recommendations are made by the Coffee Study Group, re- 
gardless of what sort of an export quota retention schedule 
it might suggest to diminish the immediate problem, we 
must keep in mind that the primary, the long-term prob- 
lem is this: the reduction to working levels of the vast sur- 
pluses of coffee now worrying the coffee industry. 
(Continued on page 36) 
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Fact: More and more coffee Is 
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Question: Are you set to sell 


being sold through vending machines 


in this fast-growing market ? 


You see signs of it wherever people congregate . . . you read about it in the 
trade press—sales of coffee through vending machines are at an all-time 
high and still growing fast! 

What’s more, this is almost all extra business, non-competitive with coffee 
consumed in homes. Machine vending offers roasters a new and rapidly- 
expanding market with a tremendous sales potential. 

Canco technicians will help you develop an efficient package for ground 
coffee, liquid concentrate or soluble powder . . . a vacuum-packed con- 
tainer that will enable you to supply your fine blend at its freshest. You can 
count on prompt delivery from a nearby Canco plant, as well as the many 
other services Canco offers. Give the man from Canco a call this week! 


@® American Can Company 


New York + Chicago + New Orleans + San Francisco 





restaurant coffee 


price vs. profit 


This article, from Restaurant Management, puts powerful 
ammunition for better brewing into the hands of roasters 
and their salesmen. Coffee “by the pound” costs less than 
at any time in eight years, and coffee “by the cup” in restau- 
rants is selling at the highest prices in history. This means 
more profits for restaurants. It also means an opportunity 


More people are drinking coffee in restaurants today, al- 
though the number of cups the average person consumes 
has changed very slightly. Coffee drinking at eating places 
showed an increase of .26 to .28 cups per person per day 
compared with last year. This percentage is based on the 
total U. S. population ten years of age and over. However, 


Sources of data: © 
Retail Coffee—Psychological Corp and Corby Research 
ingredients—Bureau of Labor Statistics 
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for restauvants to build customer appreciation with better, 
full-bodied cups of coffee. 

Want reprints of this Restaurant Management article? 
The Pan-American Coffee Bureau (120 Wall Street, New 
York 5, N. Y.) will send you 100 free, more at $1.00 per 
hundred. 


it does not include the number of cups served by restaurants 
catering the coflee-break at the place of work. 

In fact, the catering of the coffee-break at work has con- 
tributed an important additional revenue to restaurants— 
just as the coffee-break in eating places now represents 

(Continued on page 42) 
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The increase in popularity of 


GUATEMALAN COFFEES 


is reflected in their use by more and more 


U. S. coffee packers. 


If you want a fine, mild coffee in your blend, 


switch to Guatemalans. 











GUATEMALA COFFEE BUREAU 


111 Wall Street New York 5, N. Y. 
Telephone: BOwling Green 9-6616-7 Cable: GUATCOFFEE 











Coffee and its main ingredient, caffeine, have been 
extensively studied in their effects on the human heart. 
Caffeine and the chemically related d-xanthine com- 
pounds theophylline (in tea) and theobromine (in cocoa) 
are known to dilate the coronary arteries of the heart. 
This observation has led to the use of these drugs in 
conditions in which narrowing of the coronary arteries 
is supposed to be present. 


Caffeine in hypertension 


According to a publication by Dr. I, Seboek in “Deut- 
sche Medizinische Wochenschrift,” caffeine is supposed to 
cause a general vasoconstriction and an increase in blood 
pressure—although in the brain, the heart and the kid- 
neys it produces vasodilatation. 

Are the hypertensive effects of caffeine of a degree 
sufficiently great to cause caffeine to be withheld from 
patients with hypertension ? 

Dr. Seboek found that this is not the case. Administra- 
tion of 0.05 or 0.1 gram of caffeine to patients with hy- 
pertension had the effect of lowering the systolic and 
the diastolic blood pressure. Maximal decrease in blood 
pressure was usually observed from 40 to 50 minutes 
after the administration of caffeine. In three fourths of 
the patients, the blood pressure had not returned to its 
earlier values two hours later. Administration of caffeine 
in controls with normal blood pressure produced either 
a slight elevation in blood pressure or a reduction, as in 
the patient with hypertension. 

These investigations, and the fact that caffeine dilates 
the coronary vessels and thus improves the metabolism 
of the heart muscle, suggests that there is no justifi- 
cation for interdicting either coffee or caffeine in patients 
with hypertension. 


Coffee and heart disease 


Drs. M. Polonovski, E. Donzelot, $. Briskas and T. 
Doliopoulos, in a study in “Cardiologia,” say that since 
soluble extracts of coffee have been prepared industrially, 
it has been asserted by some that these extracts are 
tolerated less well than coffee prepared from ground 
beans. It is known that both ordinary coffee ana the 
soluble extracts cause signs such as heart palpitation and 
nervous symptoms in normal persons and in patients with 
heart disease. 

Polonovski and associates tested 302 patients who 
had just been admitted to the hospital. Among them 
were 69 with heart complaints and 233 free from heart 
disease. All of them received for ten consecutive days 
a cup of coffee at their midday meal. Some drank ex- 
tracts of coffee roasted in beans, while others drank 
solutions of industrially prepared soluble coffee extract. 
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coffee and the heart 


By Dr. W. SCHWEISHEIMER 
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Both normai patients and those with heart disease toler- 
ated soluble coffee extract as well as the infusion of bean 
coffee. Both kinds, and also decaffeinized coffee, pro- 
duced a slight acceleration of the pulse and a slight rais- 
ing of the blood pressure in all patients. 

Caffeine, administered in the proportions contained 
in the coffee, ingested in the form of soluble extract or 
ordinary coffee, did not cause disturbances in either 
normal patients or those with heart disease. It appears, 
therefore, that the extraction of other components in 
the coffee, apart from caffeine, and above all the de- 
gree of roasting, play a major part in the production of 
various disturbances in sensitive patients (trembling, 
palpitations, insomnia, nervousness, etc.) This is par- 
ticularly true for cases where extrasystoles appear. 


Excessive coffee drinking 


Does drinking 20 to 30 cups of coffee daily definitely 
cause any harmful effects in any person? 

This query by a Connecticut doctor was answered by 
two experts of the “Journal of the American Medical As- 
sociation.” Twenty to 30 cups of coffee contain a total 
of about 2 to 3 grams of caffeine and considerable 
amounts of volatile coffee oil. The caffeine, according 
to the first expert, may cause nervousness, tremor, head- 
ache, extrasystoles and other signs of irritation; the oil 


(Continued on page 43) 
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Sees premium promotions up 15 to 20% this year over last 





Gordon C. Bowen, chairman of the board of the Premium 
Advertising Association of America, opened the Premium 
Advertising Conference at the Hotel Astor, New York City, 
on the optimistic note that “premium and sales incentive 
promotions will increase from 15% to 20% this year over 
last.”” 

Keynoting the conference, held in conjunction with the 
PAAA’s annual four-day New York Premium Show, Mr. 
Bowen told his audience that “this is one kind of selling that 
survived the general cut-backs in advertising and promotion 
expenditures. The reason is that it yields the biggest re- 
turn in hard-to-get sales per dollar of expenditure. 

“However, corporate managements as well as consumers 
and dealers,” he added, “will be eyeing premium offers 


even more critically in months to come. The advertisers 
expect and want more productive promotions, the dealers 
and consumers want even more quality and value in their 
premium merchandise.” 

Introduced by Chairman Bowen as the principal con- 
ference speakers were Brown Bolte, president of Sullivan, 
Stauffer, Colwell & Bayles, advertising agency; J. Harvey 
Jeffries, market analyst and premium manager of the Brown 
& Williamson Tobacco Corp.; Bertram J. Lange, Life mag- 
azine’s manager of marketing services; and Dr. Kenneth 
McFarland, educational consultant to General Motors Corp. 

During the four-day Premium Show, approximately 5,000 
representatives of premium manufacturing and premium- 
using companies and their advertising agencies visited 250 
exhibits sponsored by more than 300 manufacturers. 


Premium industry a ‘sleeping giant’, ad agency head declares 





“The premium industry is more important as a marketing 
tool, in terms of money invested, than any other major 
advertising medium except newspapers,” said Brown Bolte 
in a speech to the Premium Advertising Association of 
America. He is president of Sullivan, Stauffer, Colwell & 
Bayles, Inc., New York City, advertising agency. 

Mr. Bolte declared that as a consumer advertising medium, 
the premium industry ‘“‘is over three times the size of radio,” 
in terms of money invested, and “as large as television and 
magazines combined.” 

Mr. Bolte predicted that by 1968 ‘with proper planning 
and organization,” the present $2,000,000,000 premium 
business will have doubled in size. 

At the same time he outlined a three point program for 
helping the industry achieve its growth potential. “I be- 
lieve that the premium industry today is a sleeping giant 
which has not yet matured to the degree that the major 
advertising media have matured,” he said. 

He recommended that the industry consider: 

1. An education program on marketing within the pre- 
mium manufacturing industry. “I would suggest that you 
undertake a program to instruct key personnel in the pre- 


mium manufacturing field in the broad overall field of 
marketing.” He said that too many manufacturers are 
offering their premiums “on the basis of lower cost-per-unit 
rather than on the basis of the role the products can play 
in the client's marketing program as premiums.” 

2. An industry study to establish and validate methods 
by which manufacturers can pre-test consumer premium ef- 
fectiveness. “Over the years, those of us who have been 
active in selling consumers through advertising have striven 
to remove, or to reduce, as far as possible, the element of 
risk involved in the employment of advertising. Since 1945 
the science of pre-testing advertising copy has resulted in 
a vast improvement in the selling effectiveness of adver- 
tising messages in al! media.’ He pointed out that if pre- 
miums were tested in the model or pilot stage, the industry 
could forecast public acceptance before an all-out and costly 
market introduction. 

3. Establishing a premium testing laboratory. Such a 
laboratory would carry out the findings of the study and 
could employ house-to-house interviews, mail campaigns, 
small pilot runs and in-store promotions as premium pre- 
testing techniques. 


More people, money and education to spur premium expansion 





A growing population, a swelling national income, and an 
increase in the number of Americans obtaining a higher ed- 
ucation are important factors in the future of an expanding 
premium industry, according to Bertram J. Lange in a 
talk at the Premium Advertising Association of America. 
Lange is Life magazine's manager of marketing services. 

Mr. Lange said that the ‘premium business will continue 
to grow because our population will continue to grow; be- 
because the flood of new products continues to increase, 
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and tough competition is the ground in which premiums 
thrive.” 

He pointed out that the industry will benefit from a 
predicted multi-billion dollar increase in personal income 
over the next few years. 

“The Joint Committee on the Economic Report estimates 
that personal income will increase from $306 billion in 1955 
to $428 billion in 1965, a gain of 40% at 1955 prices,” he 

(Continued on page 23) 
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coffee research: a summary 


By DR. ERNEST E. LOCKHART, Scientific Director 


In the past year or so, the pace of coffee research has 
quickened. Scientific reports have come with greater fre- 
quency from The Coffee Brewing Institute. 

It is all the more important, therefore, to look at the 
forest as well as the trees; to get an overall picture of the 
direction and extent of coffee research, as well as to take note 
of individual reports. 

This is the useful frame of reference offered by Dr. Lock- 
hart in his recent presentation to the Inter-American Food 
Congress. Here is that talk, excerpted for the coffee man. - . 


The coffee industry is one of the oldest and one of the 
most important among those comprising the food and beve- 
rage group. Its problems—such as lack of information, 
vague and uncertain terminology, inexact classification or 
specification of roast color and grind, a confusing array of 
equipment for beverage preparation lack, of knowledge about 
aroma, taste and flavor, stability of the grounds and beve- 
rage, treatmeat of water used in beverage, quality control 
and others—have plagued the industry for many years. 

In spite of the situation that existed, the coffee in- 
dustry did not have an association capable of assuming 
the great responsibility for obtaining and disseminating 
information needed to solve problems, to stimulate 
growth, to prevent stagnation, and to assist in improving 
the commodity and its use by beverage lovers throughout 


New grounds for the offee-break: The largest international con- 
vention hotel in the world, the new Queen Elizabeth in Montreal, 
may be the first to bring the coffee-break into the barber shop. 
Mornings and afternoons, for two hours, waiting clients and those 
in the chair are served hot coffee. Save time, barbers say. 
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The Coffee Brewing Institute 


the country. The wisdom of leaders in the industry finally 
prevailed, and five years ago The Coffee Brewing Insti- 
tute was organized through the joint sponsorship of the 
Pan-American Coffee Bureau, representing the Latin 
American growing countries, and the National Coffee 
Association, representing the roasters and processors 
of the United States. 

From the moment of its inception The Coffee Brew- 
ing Institute has focussed much of its attention on prob- 
lems related to the preparation of beverage. This aspect 
of coffee—its use in public feeding establishments and 
in the home—was badly neglected, to the great detriment 
of the commodity. This state of affairs was due some- 
what to indifference on the part of the roaster and to 
lack of knowledge on the part of the manufacturer of 
brewing equipment. But it was due mainly to lack of 
techniques by which performance of equipment, methods 
of beverage preparation and control of beverage quality 
could be evaluated, 

A completely objective approach to the problems as- 
sociated with beverage preparation has now been de- 
veloped by research. It is based on the measurement of 
materials extracted from the grounds by water. These 
soluble solids, as they are called, comprise the strength, 
body and taste of the beverage. Fortunately, a measure- 
ment of aroma does not enter into the problem at this 
point, although aroma certainly contributes greatly to 
the quality picture. 

This objective approach has two very powerful ad- 
vantages. First the beverage does not have to be tasted. 
All of the subjective inaccuracy and opinion associated 
with taste-testing is eliminated. Second, beverage samples 
can be analyzed cold and at any time after preparation. 
This means that beverage prepared in San Francisco, in 
Chicago, in Boston or in Miami can be sent to New York 
for analysis and evaluation. 

With this technique and some supplementary inform- 
ation, such as the brewing formula, water-to-coffee ratio, 
brewing time and the temperature of water, it is possible 
to make a detailed evaluation of a brewing operation any- 
where in the country without ever being there. From 
many evaluations, it has been also possible to recommend 
changes in preparation and changes in equipment, to 
evaluate new equipment designs and uniformity of bever- 
age preparation, and to suggest changes in grinds and 
even in methods of water treatment. 

This objective approach can be used by anyone who 
has even a small laboratory, but for those who do not, the 
Institute itself will do the work at a nominal cost. The 

(Continued on page 22) 
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Summer coffee sales 
tops last year’s level: 
iced coffee a factor 


Coffee purchases by United States families in June, July 
and August were substantially higher than in the same period 
last year, it was reported by the Pan-American Coffee Bureau 
on the basis of figures compiled for it by the Market Re- 
search Corp. of America. 

Regular coffee purchases during these three summer 
months averaged 2.5% ahead of last year and in July reached 
6% over the same month of 1957, the greatest proportional 
increase in three years. 

Sales of instant coffee were up 7%. In terms of green 
coffee required for both the regular and instant varieties, the 
increase for the period was 3% over a year ago. 

“Although there are various factors which may have 
played a part in this increased buying of coffee during the 
summer months,” said Vito Sa, PACB president, “an im- 
portant one was obviously the cooperative promotional cam- 
paign for iced coffee sponsored by the Bureau and par- 
ticipated in by many individual companies in the U. S. 
coffee industry.” 


McKiernan decorated by Portugal 


John F. McKiernan, president of the National Coffee As- 
sociation, received the Order of Industrial and Agricultural 
Merit with the rank of Commander from the government of 
Portugal for contributions to Portuguese-American trade re- 
lations, arising from the coffee executive's visits to Portu- 
guese coffee-producing areas in Africa in 1957. 





The decoration was conferred on Mr. McKiernan by Am- 
bassador Luis Esteves Fernandes in a ceremony at the Portu- 
guese Embassy in Washington, D. C. 


Laughery named to executive committee 


of Inter American Food Institute 


Eugene G. Laughety, president of The Coffee Brewing 
Institute, was recently elected a member of the executive 
committee of The Inter American Food Institute. 

The committee has been formed to consider the form- 
ation of a permanent organization which will act as a clear- 
ing house for the exchange of information on foods pro- 
duced in the western hemisphere and hold annual meetings 
to be attended by food and nutritional representatives of the 
various Countries in this area. 


Peterson heads coffee sales for S&W 


The Southern California division of S&W Fine Foods, 
Inc., has announced the appointment of Charles E. Peterson 
as coffee sales manager and Norris W. Cochran as sales 
promotion and merchandising manager. Both are veteran 
salesmen with S&W. 

Gut H. Mallmann, S&W vice president and division gen- 
eral manager, said the new positions were designed to ex- 
pand the management team to keep pace with the rapid 
growth of the large Southwest market. 

From its division office and warehouse in Los Angeles, 
S&W supplies the trade in Arizona, New Mexicc, southern 
Nevada and parts of Texas and Colorado, in addition to 
Southern California. 
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“Mark my word” 


By MARK HALL 


DON’T FEEL SORRY 
FOR THE ELEVATOR MAN 


The successful coffee man, exuding the aroma of 
mountain grown coffee and the air of big deals, re- 
gards with kindly indulgence the elevator man. 

“Poor man, no ambition. Why don’t you get 
smart and improve your station in life? You could 
be a success at something.” 

But the elevator man might well reply: 

“I run an elevator and that is what I want to do. 
I like the monotony of my work. I don’t have to 
worry about it. My brain does not like effort. If 
I were ambitious I would be unhappy. I have seen 
many a meteor flash across the sky only to burn 
out. Not for me. I'll wear out. It takes longer.” 

The elevator man even feels sorry for the worry, 
the struggle and the shortened life which he feels 
is the lot of the successful man. 

But if the elevator man likes monotony, the 
business man can’t stand it. If a successful man 
didn’t worry about his business, he would think 
he was neglecting it. 

He enjoys the struggle, and if he dies before his 
three score and ten, he has lived much more than 
the elevator man. 

For a failure to live successfully he must know 
his limitations, and have only those thoughts which 
in no way stimulate him either to action or ambition. 
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(Continued from page 20) 





Institute has a complete service program for beverage 
quality evaluation which slowly but steadily is finding 
acceptance within the industry. 

Public feeders can now have greater assurance that 
the beverage they serve is the best possible. Roaster 
sales organizations are using ideas emanating from this 
approach to train their sales forces and to render a greater 
impetus to their sales efforts. 

It is the backbone of the current promotional programs 
sponsored by all three of the coffee industry associations. 
Ir will result in greater coffee sales not only because 
stretching is eliminated, but also because the consumer 
will receive more satisfaction from the product. 

Continued research on soluble solids has pointed the 
way to specific gravity measurement. Readings made with 
a hydrometer designed especially for use in beverage at 
the place of preparation can easily be converted to soluble 
solids by means of a table that is now available. Further 
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work will yield an instrument reading directly in percent 
factors. The hydrometer method is not intended to re- 
place the more precise oven drying technique, but only 
to supplement it. The hydrometer can be used by any- 
one, including non-technically trained people, and will 
be invaluable for on-the-spot evaluations by our field 
staff, restaurant and other public feeding personnel, 
and even coffee salesmen. Properly handled it can be 
used to provide data for beverage evaluation and control 
programs. 

Technically speaking, the soluble solids measurement 
is a good but somewhat crude index of quality. Although 
it has been and will continue to be of inestimable value 
in giving a new insight into the brewing process, it can 
be improved. 

A brief discussion of the manner in which the Insti- 
tute is trying to accomplish this improvement will serve 
to illustrate how our own research activities are extended 
and supplemented by others. 


Additional facilities 


The Institute has a small laboratory in which research 
of a limited and restricted nature is possible. However. 
because of the problems encountered are so complex and 
varied in character, many highly trained and skillful 
scientists would be required to study them. In addition, 
intricate and specialized expensive equipment must be 
available in most cases. It would not be sensible, efficient 
or economical for the Institute to hire scientists and buy 
special equipment for research or relatively short term 
projects. Today arrangements can be made with uni- 
versities and with private research laboratories to solve 
problems both fundamental and practical. 

The Institute has sponsored a number of research 
studies throughout the country and through these studies, 
has been privileged to know many fine scientists who have 
rendered a wonderful service to the coffee industry for 
which it should be duly appreciative. In turn, it is the 
hope of the Institute that it has provided these scientists 
an opportunity to become familiar with coffee and an 
interesting and stimulating object for study. 


Through one such sponsored project the groundwork 
for improvement on our present approach to objective 
evaluation of beverage coffee is being laid. In this case, 
the relative rates of extraction at several different tem- 
peratures of some components of the soluble solids com- 
plex are being measured, The rates of extraction of caf- 
feine, chlorogenic acid, trigonelline and tannin are dif- 
ferent, and because of these differences, it may be pos- 
sible to calculate ratios for two of these important taste 
components, to indicate when the most acceptable blend 
in the beverage has been attained. 

Good beverage preparation requires not only good 
coffee but also careful consideration of water composition, 
water temperature, timing for optimum extraction, water- 
to-coffee ratio, coffee grind and brewing equipment. 
The Institute itself is actively studying, or is having 
studied through sponsored research, all of these impor- 
tant factors. 

Although none of the factors mentioned is more or 
less important than any of the others, the Institute firmly 
believes that most of the difficulty associated with 
beverage preparation lies in the equipment. The con- 
fusing array of equipment that confronts the institutional 
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operator or the housewife is not entirely the fault of 
the equipment manufacturer. The roaster is also to 
blame for permitting his product to be used in the 
equipment that is available. However, neither groups 
could remedy the situation by itself. Only an industry 
association like The Coffee Brewing Institute can step 
into the breach and organize research to provide the in- 
formation about coffee and about brewing that is fun- 
damental and necessary to the development of good 
brewing equipment. It cannot be done by any single 
member of the coffee industry. It cannot be done by any 
single equipment manufacturer. It can be done and is 
being done by association research. 


Other studies 


The Institute is also studying grind analysis and classi- 
fication, grinding equipment, bulk density and other 
physical characteristics of coffec, water composition and 
its effect on brewing, water conditioning and its effect 
on beverage flavor and equipment maintenance, some 
aspect of coffee roasting and color development, aroma 
development and analysis, flavor chemistry and the physi- 
ological effects of coffee beverage. It has had work done 
on the storage of packaged coffee and on the nutritional 
value of coffee. Universities and other organizations that 
have participated in research for the coffee industry 
through Institute sponsorship are the University of Cali- 
fornia, the Ohio State University, Massachusetts Insti- 
tute of Technology, Yale University, Tulane University, 
the Wisconsin Alumni Research Foundation, Midwest 
Research Institute, Southwest Research Institute, the 





Evans Research and Development Corp. and the United 
States Testing Laboratories. Without them the Insti- 
tute’s research program and its ability to serve its in- 
dustry and allied organizations would be small indeed. 


spur premium expansion 
(Continued from page 18) 





“But less than half of this growth “‘will come from an in- 
crease in the number of households. In dollar terms, ‘t 
means a rise in the estimated average income per household 
of well over $900.” 

Using slides and backed by a recent Life magazine study 
of how consumers spend their money, Mr. Lange showed 
why the quality of premiums can continue to improve also. 
“This is because of a combination of two factors: more 
people are going to have more money; we're going to be 
better educated—and the better educated spend more.” 

He said that higher incomes will also mean more leisure, 
“that the population shift to the suburbs means more out- 
door living,” and that all these factors promise new de- 
veopments in premium usage. 


Coffee output in Asia and Oceania 


Total coffee production in Asia and Oceania is esti- 
mated at 2,600,000 bags for 1958/59, the same as for 
1957/58. India is expected to have a crop of 700,000 
bags in 1958/59, while Indonesia's is estimated at 1,500,- 
000 bags. 
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Big headlines kick off new Nash’s Coffee 
campaign on “up and at ‘em” theme 

Screaming ad headlines have announced a new campaign 
for Nash's Coffee. 

The first ad—a four-color roto with “XTRA” in five- 
inch letters—is being supplemented with two-color and black 
and white ads in secondary markets in Nash's area. 

This is the new way of dramatizing the “up-and-at-'em” 
feeling of Nash’s Coffee. Actually, this is a continuation 
of a theme established two years ago. However, the new 
ads put “up-and-at-'em’’ feeling in fewer words and use 
simple, more dramatic illustrations. 

The new campaign coincides with the introduction of a 
new ‘stronger’ can for Nash's. Research indicated that 
its old can meant weak coffee to many people, so the new 
label—red with gold and white trim—is working to sell 
the new stronger feeling for the coffee. 

The new ads, it was explained, were created to: 

Establish high quality. 

Strike directly at women. 

Create a happy, life-loving mood. 

Pre-empt coffee’s “up-and-at-'em” feeling. 
Strengthen brand image. 

6. Stick to one benefit; no wasted words on side issues. 
7. Stand out in the crowd. 


















Yawn 







8. Use strong visual and audible symbols that stop 
people and stick in the mind. 

In addition to the newspaper ads, Nash's Coffee is sup- 
plementing its advertising with saturation radio spots dur- 
ing the weeks the newspaper ads appear. 

Four-color roto ads, ROP newspaper space and radio 
spots kicked off the “XTRA” campaign in Minneapolis-St. 
Paul and most of the outstate markets. 

Campbell-Mithun is the advertising agency for Nash's 
Coffee. 


Loans bulk coffeemakers to clubs 


As a means of promoting good relations with clubs and 
organizations, the Penn Fruit Co., Philadelphia, is making 
large coffeemakers available on loan at about a dozen out- 
of-town locations. 

The West Bend coffeemakers can be used to make up to 72 
cups of coffee, said a spokesman. 

The chain has posted window signs stating: “Available 
for clubs and organizations—free coffeemaker-loan service. 
If your club would like to borrow a West Bead coffeemaker 
for meetings, you may reserve one from our store manager.” 

The service has also been advertised in newspapers. 


Folger expands display board program 


A greatly expanded Folger's Coffee painted display pro- 
gram will expose millions of additional motorists from 
Canada to Mexico to the firm’s famous “When I Say 
Coffee .. .” slogan, reports Outdoor Advertising Inc. 

More than 100 dramatic painted displays are being added 
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to strategic highway coverage throughout California, Ore- 
gon and Washington. 

Featuring a “heroic” size, full-color cutout of the two 
pound Folger's Coffee tin, the hand-painted outdoor dis- 
plays make a strong bid for additional interest with “time 
logs,” which give driving time distance to the next city. 

The Raymond R. Morgan Co., Hollywood, Calif., created 
the campaign. 


Xavier Cugat promotes Ehlers Golden Blend 


Ehlers Golden Blend Coffee, packed by Albert Ehlers, 
Inc., Brooklyn, N. Y., is being promoted to millions of 
radio listeners by Xavier Cugat, noted Latin American 
musician, via the Ehlers news and weather programs. 

Through Mr. Cugat, Ehlers is telling its new “Colombian 
blend” story to coffee drinkers. 

Albert Ehlers, president of the coffee firm founded by 
his grandfather, says that “with ‘Cugy’ as our radio spokes- 
man, Ehlers perfected Golden Blend of Colombian coffees 
will attain new sales success throughout its eastern seaboard 
marketing area. Stores that stock and display Ehlers Golden 
Blend Coffee in its two new custom grinds will most certainly 
profit from our new Colombian blend-Xavier Cugat sales 


story. 


Clubwomen endorse Standard Coffee 


Measure, package brewing directions 


Over 75% of the respondents to a survey conducted by 
The Coffee Brewing Institute and the National Coffee Asso- 
ciation among delegates who attended this year's General 
Federation of Women's Clubs Convention, indicated they 
are using the Standard Coffee Measure. 

Better than 87% expressed themselves as favoring the 
printing of brewing instructions on coffee packages. 

Typical of the comments made are these: 

Mrs. William M. DeRuger of Caruthersville, Missouri: 
“It would be helpful to many to have brewing instructions 
on the can or bag. So many homemakers make poor coffe: 
or have no idea of good coffee.” 

Mrs. M. E. Sagendorf, Greenville, Michigan: “Would 
like to get more measures for the other clubwomen. Where 
are these given free?” 


Square fry pan is Hills Bros. premium 

A family size square fry pan is the premium being offered 
by Hills Bros. Coffee Inc., on its vacuum pack and instant 
coffees. 

Customers get the pan—stated to be a $7.95 value—for 
$3.95 and the last inch from an unwinding band from the 
two-pound vacuum pack, or two labels from jars of instant. 

Point-of-sale pieces cazry clip pads of order blanks. 

The aluminum pan measures 11 inches square by 2 inches 
deep, has a ceramic porcelain finish and a solid walnut 
handle. 


Premium group elects Stahl 


William J. Stahl, premium sales manager of the Ekco 
Products Co., Chicago, was elected to the board of directors 
of National Premium Sales Executives at the organization's 
recent meeting in New York City, during the New York 
Premium Show. 
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NEW ELECTRIC 


FULLY AUTOMATIC 


PERCOLATORS 


24- 48- 84-Cup Capacities 


For 
Homes @ Churches @ Schools @ Taverns @ Lodges 
Restaurants @ Hospitals ¢ wherever large quantities 


of perfect coffee are desired. 


THREE MOST WANTED SIZES ... 








@ Completely 
Automatic 
@ A snap to clean 


@ No Bags, Filters, 
Papers or Screens 


@ Perfect Coffee Every 
Time 


AP-48—48-cup capacity 





AP-24—~24-cup 
capacity 






EASY TO USE .. . Sim- 
ply put in the required 
amount of cold water, 
add coffee and switch on 
current. Perking action 
starts in seconds and 
stops at the peak of per- 
colated flavor. Then au- 
tomatically the all new 
“Automatic Electric Urn" 


Also a wide selection of 
semi - automatic Drip -O- 
lator electric urns in capa- turns to low heat to keep 
cities from 18 to 72 cups. the full-bodied brew serv- 
Write for descriptive liter- ing hot. Approved by 
ature. Underwriter's Laboratory. 


THE 
ALUMINUM CO. 


MASSILLON, OHIO 


Manufacturers of Quality Aluminum Cooking Utensils since 1912 
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YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature is 
yours for the asking. Merely fill out the coupon and 
mail. 


8 —cranutators 

This four-page bulletin with pictures and specifi- 
cations on a new line of coffee granulators. The 
bulletin describes capacity and dimensions, special 
finishing rolls, operation and maintenance, replace- 
ment heads, etc. Jabez Burns & Sons, Inc., 11th Ave. 
at 43rd St., New York City. 


9 sopern FILLING MACHINES 

A four-page illustrated folder describes a complete 
line of modern filling machines and packaging ma- 
chinery for virtually any of your needs. Stokes & 
Smith Co., 4962 Summerdale Avenue, Philadelphia 
24, Pa. 


10—ven BATTERIES 


This four-page illustrated folder describes a series 
of coffee urn batteries considered by the manufacturer 
to be “as modern as 1961.” Included are full details 
and specifications, including information about the 
gridded riser recommended by The Coffee Brewing 
Institute. Cecilware-Commodore Products Corp., 199 
J.afayette Street, New York 12, N. Y. 


| 1 —PACKAGING EQUIPMENT 


Modern rebuilt and fully guaranteed packaging and 
processing equipment is covered in this eight-page 
illustrated folder. Machines range from wrappers to 
cappers, from bag makers and fillers to grinders, 
Union Standard Equipment Co., 318-322 Lafayette 
St., New York 12, N. Y. 


12—new COFFEE COOLER 

Detailed information about a new coffee cooler 
is given in Bulletin 902, available from the B. F. 
Gump Co., 1325 S. Cicero Ave., Chicago 50. The 
Ideai Vertical-Twin Coffee Cooler has a compact ver- 
tical design, and is said to cool a full four-bag batch 
of coffee to room temperature in less than three 
m'nutes. 


13 —srore GRINDER 

This illustrated bulletin describes the new Super 
Grindmaster Model No. 500, which supersedes the 
company’s regular Grindmaster, featured for the past 
four years. Operation is fully automatic. The grind 
plate is on the front of the machine, in full view of the 
customer, and the grinds are indicated with an illus- 
tration of the brewing device, as well as by name. 
American Duplex Co., 815-827 West Market St., 
Louisville 2, Ky. 
SPICE MILL PUBLISHING CO. 
106 Water St.. New York 5, N. Y. 

Please send me the following booklets: 


Wren, Supe oma, cet a ee ee 


eet Raat es. ks KS Te eG 
City Wa BIE 66 555805: 3 EAS a ae oe 
Signature.........- Rete: eee AcE aoe 
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15 Latin American nations sign pact 
(Continued from page 9) 





demonstrated our determination to share the sacrifices and 
work together for the good of all.” 

Coffee is now selling at retail in the United States at 
below 80¢ a pound, the lowest price since September, 1950, 
according to a release by the Organization of American 
States. In the meantime, prices of other foods have in- 
creased an average of 16%, and the prices of non-food items 
in the U. S. family budget have risen nearly 20%. 

In Latin America as a whole, green coffee exports account 
for 26% of foreign earnings, but in some individual coun- 
tries it accounts for far more. In Brazil, for example, it 
represents 61% of foreign earnings, 82% of Colombia's, 
79% for El Salvador and 76% for Guatemala. Many 
others also depend heavily on coffee for the funds with 
which to finance vital imports. 

Income from coffee has dropped seriously in the last 
two years. Coffee exports from Latin America in 1956 
amounted to $1,952 million and in 1957 to $1,788 million, 
a decline of 8%. This year, revenues are running at an 
annual rate of approximately $1,400 million, down 22% 
from 1957 and 28% from 1956. 

Making the situation even more ominous, economically 
and socially, OAS points out, is the fact that the world’s 
coffee countries are generally non-industrial and depend on 
imports for developing their economies. In recent years, 
terms of trade have moved against these countries. While 
the price of coffee and other raw materials have fallen, the 
costs of fabricated goods which they must import have 
risen. 

Latin America is the second largest foreign market for 
United States exports. In 1957, it purchased $4.7 billion 
worth of U. S, goods, accounting for 24% of all U. S. ex- 
ports. Western Europe bought 31% and Canada 21%. 


Brewing demonstrations for Army personnel 


A two-day series of coffee brewing demonstrations will 
be presented to feeding personnel at Army Headquarters in 
Washington, D. C., by Colonel William J. B. Cline, (Ret.), 
Armed Representative of The Coffee Brewing Institute. 

During the sessions, executive personnel of the Veterans 
Hospitals Administration will also be in attendance. 

Col. Cline is revisiting military installations where he 
originally performed brewing demonstrations. 

At each post he will work with mess personnel in pre- 
paring coffee, using standard military equipment. 


“Mamma” and “Papa” coffee mugs available 


Gayly decorated “Mama” and “Papa” white glass coffee 
mugs, ideally suited for use as premiums, are now being 
made available by the Hazel-Atlas Glass Division of the 
Continental Can Co. 

Each mug has a delightful caricature printed in brown 
with blue and rose lettering designating ‘Papa’ and “Mama” 
respectively, 

To facilitate handling, the mugs are packed in a four- 
dozen easy-open case in assorted “Mama” and “'Papa’’ dec- 
orations. 
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Pacific Coast coffee men helped create this coffee exhibit by the 
City and County of San Francisco at the Sacramento State Fair. 
The vivid coffee display proved to be one of the most popular there. 


Coffee-break not just a fringe benefit, 


says TV “sermonette”; it’s a necessity 

Today the coffee break is no longer simply a fringe 
benefit. It's a biological necessity. 

This was stated by Dr. Robert D. Hershey in a “sermon- 
ette’’ on television Channel 4, New York City. It was 
called to our attention by Deryck C. Jones, of the Greene 
Trading Co., Inc., New York City. 

“I wonder what it is, really, that makes a coffee-break so 





desirable,” Dr. Hershey said. “Yes, I've heard all the 
justifications for it—it provides a change of pace; it lessens 
tension; like piped-in music, it soothes the nerves; it 
creates an esprit de corps; it diminishes monotony; it gives 
us a chance to catch our breath in the mad rush of a day’s 
business. Notice please, that I didn't mention the chance 
it provides for the girls to dig a little dirt or the boys to ex- 
change sporting hints. And it does one, or some, of all 
of these things. 

“Furthermore, it may be worth the millions of dollars it 
costs the employer—that is, for the coffee. As for Brazilian 
currency exchange and the economic welfare of coffee pro- 
ducing countries, I won't even hazard a guess about its 
influence. I’m not inclined to argue any of these points. 

“But I do wonder, seriously, if this idea is really as new 
as we think. 

“Its counterpart in semi-tropical countries is the well- 
known siesta—and this delightful interlude is made neces- 
sary by the climate. In northern countries, for centuries, 
periods of rest were indulged in for warming the body with 
tea—or other warming liquids—and this, too, was a climatic 
accompaniment. 

“The coffee houses of London—so wistfully referred to 
in English essays—were of tremendous significance in the 
development of English literature. One cannot think of 
Samuel Johnson without vizualizing his table at the Cheshire 
Cheese. “ 

“When I was a student in Germany I recall most pleasant- 
ly the break in the day when everybody went to the café. 
I truly believe that coffee klatches helped the processes of 
my learning.” 
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THE GREAT ATLANTIC & PACIFIC TEA CO. 


IMPORTERS, ROASTERS, RETAILERS 
OF FINE COFFEE 


Represented in 


BRAZIL AND COLOMBIA 


by the 


AMERICAN COFFEE CORPORATION 
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Developments among public feeding outlets 
American Stores introduce economy instant 


An economy blend of instant coffee, called ‘hi-ho’ (sic) 
has been introduced in two-ounce and six-ounce jars by 
American Stores Co., Philadelphia. Distribution is in Penn- 
syivania, Delaware, District of Columbia, Maryland, New 
York, New Jersey, Virginia and West Virginia through 
Acme Supermarkets, American Stores and Nu-Way Super- 
markets. 

The red, white and blue label states that the product is 
“heat-flo” roasted 100% pure instant coffee. 

The glass containers are supplied by the Owens-Illinois 
Glass Co., which also furnishes the screw-top metal closure. 
The glass jar has an inner protective seal. 


Rodney Hunt names regional sales agents 

The Rodney Hunt Machine Co., Orange, Mass., has an- 
nounced the appointment of the Chem-Quip Co. as exclusive 
sales representative for its process equipment throughout 
the southeastern region of the U. S. 

Harry Holland & Son, Inc., were named exclusive sales 
representatives for the Midwest. 

With headquarters in Pensacola, Florida, the full organi- 
zation of Chem-Quip sales engineers will provide complete 
service and engineering assistance for Rodney Hunt cus- 
tomers and prospects throughout Florida and the southern 
counties of Georgia, Alabama and Mississippi. 

Chem-Quip is headed by Vance O. Bonnichsen, a chemi- 





cal engineer with a wide background in process develop- 
ment and design. 

Out of headquarters in Chicago, Harry Holland sales 
engineers will provide service for Rodney Hunt customers 
and prospects in the northern counties of Illinois and In- 
diana, as well as parts of Iowa, Michigan and Wisconsin. 

Since 1907, Harry Holland & Son, Inc., has been a manu- 
facturers agent for industrial chemicals and processing equip- 
ment for chemical and allied industries. 


Wyman heads new products for Nestle 


Thomas H. Wyman has been appointed manager of the 
new products department of the Nestlé Co., Inc., it was an- 
nounced by H. K. Philips, vice president of sales. 

The new products department covers the development of 
additional items for the Neslté line of quality foods. 

Mr, Wyman is a graduate of Amherst who saw service as 
a first lieutenant with the Army in Korea. After working 
with the First National City Bank of New York, he joined 
Nestlé in 1955. 


Markets serving container for instant coffee 

A container for instant coffee, called Serv-Rite, has been 
made available to retail for 59¢. 

The container has a black top that seals for flavor fresh- 
ness and comes with a measuring spoon of matching color. 

Available in yellow, pink and turquoise, the instant 
coffee container is made from high-impact polystyrene 
supplied by the Catalin Corp. of America. 

The Royal-Pacific Co., Los Angeles, Calif., is the manu- 


facturer. 
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Campbell & Woods moves to new plant 


in Buncher Industrial District 
The Campbell & Woods Co., Pittsburgh, Pa., coffee 


roasters, has moved to a new plant in the Buncher Indus- 
trial District, at Leetsdale. 

The company, packers of Breakfast Cheer Coffee, is said 
to be the largest coffee processing operation in the Tri- 
State District. 

Campbell & Woods was reported to be equipped to 
roast over 100,000 Ibs. of coffee a day, or more than 30,- 
000,000 Ibs. a year. 

The plant, covering 37,000 square feet, has the latest 
automatic equipment for handling coffee from the green bean 
to roasted, blended product, ready for the shelf. 

This is the fourth move for Campbell & Woods. Founded 
in 1905, it first had its offices and plant at 446 Grant St. 
Most recently it was 1317 West Carson St. 

Founders were P. J. Campbell and W. G. H. Woods. 
Harry F. Bailey, Mr. Campbell's son-in-law joined the com- 
pany in 1917 as secretary. On the death of Mr. Campbell 
in 1934, Mr. Bailey became president and directed the firm 
for 33 years. 

In 1957, he turned the reins over to his son, James, but 
continues. active in an advisory capacity. 

Another son, Richard J., is production manager. 

In all, five Bailey sons are associated with the coffee 
operation, Three—Robert J., Harry F. Jr. and Patrick J.— 
are with the Quick Coffee Corp. of Western Pennsylvania, 
a subsidiary of Campbell & Woods, at 3261 Babcock 
Boulevard. 


Kelly, Douglas plans $2,000,000 plant 


in Vancouver; will include coffee tea 


Construction of a $2,000,000 plant for Kelly Douglas & 
Co., Ltd. at the Lake City Industrial Park in Burnaby has 
been announced. 

Victor F. MacLean, president, said the new plant will 
accommodate the company’s coffee, tea and peanut butter 
operations. Equipment costing over $750,000 will be in- 
stalled. 

Work will begin immediately in order to complete con- 
struction in seven months, said Mr. MacLean. 

The plant will take care of market development in West- 
ern Canada, and can also supply some of the needs of 
Kelly Douglas customers in Eastern Canada. 

Mr. MacLean said his company’s plant at Ajax, Ont., 
which began producing coffee, tea and peanut butter in 
March, is already running in full production. 


Clausen promoted by Moore-McCormack Line 


Karl E. Clausen, well-known representative of the traffic 
department of Moore-McCormack Lines, has been promoted 
to assistant traffic manager, it was announced by George L. 
Holt, Mooremack’s executive vice president. 

Mr. Clausen, born in Buenos Aires, Argentina, was edu- 
cated at the Bedford School, in England. After completing 
his education, he joined Furness, Withy & Co., Ltd., and had 
long experience with that company in the traffic depart- 
ment. Between 1932 and 1937, he went to sea in that com- 
pany’s ships as assistant purser. 

He has been with Moore-McCormack since 1943. 
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On the menu 


Developments among public feeding outlets 





New self-closing faucet 


marketed by Tomlinson 


The Tomlinson No-Drip Faucet Co., Cleveland, Ohio, an- 
nounces a new, improved self-closing faucet head, Model 
SC. 

Outstanding features claimed by the manufacturer are: 

1. An all-brass chrome-plated body and bonaet con- 
struction, 

2. A completely redesigned seat cup using silicone 
rubber, doubling product life. 

3. A handle available in four color combinations and 
three different styles: (a) Self closing two sides; (b) Self 
closing one side, lock open other side; (c) Lay-over type 
handle. 

4. Pipe thread size 34” and Y4”. 

The manufacturer will send complete information on re- 
quest. 


New 84-cup percolator 
is fully automatic 


A new fully automatic 84-cup percolator has been an- 
nounced by the Enterprise Aluminum Co., Massillon, Ohio. 
Operation is simple. The coffeemaker is filled with cold 
water, coffee is added and the switch is turned to “on.” 
Perking starts in seconds, stops at the right point, and the 


The new, improved 


self-closing faucet 
head marketed by the 
Tomlinson No- Drip 


Faucet Co. 


current then switches to low heat to keep the brew hot for 
serving. 

The percolator makes 24 cups in 20 minutes, 84 cups in 
52 minutes. It is graduated in 12-cup capacities. 

Only 203/, inches high and 1414 inches in overall width, 
the coffeemaker operates om ordinary 110-120 volt AC 
current. 

It has dual thermostats to keep the element from burning 
out even if it is plugged in when dry. 

The percolator is priced to retail at $42.50. 
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Canadian tea, coffee men 


dig into merchandising problems 
at 11th annual convention 


Merchandising coffee and tea at the wholesale aad retail 
levels was discussed at the 11th annual convention of the 
Tea and Coffee Association of Canada, held early in _Oc- 
tober at the Empress Hotel, Victoria, B. C. 

Among the speakers scheduled were Charles G. Lindsay, 
manager of the Pan-American Coffee Bureau; John F. Mc- 
Kiernan, president of the National Coffee Association; 
Eugene G. Laughery, president of The Coffee Brewing In- 
stitute; Robert Smallwood, president of Thomas J. Lipton, 
Inc., and chairman of the Tea Council of the U. S. A.; 
and Donald M. Langton, executive director of the Tea 
Council of Canada. 

Also expected to speak at the convention were Ralph 
Baker, president of the Standard Oil Co. of B. C., Ltd.; 
and Reverend W, Hills, Rector of St. George The Martyr, 
Cadboro Bay, Victoria, B. C., one of Western Canada’s out- 
standing speakers. 

G. Rennie, head of the food department of Woodward 
Stores, Ltd., moderated a discussion on tea and coffee mer- 
chandising at the retail level. 

On the panel for this discussion were M. Duffus, retail 
manager of Kelly, Douglas & Co., Ltd.; T. Thompson, 
Western division manager of Dominion Stores, Ltd.; and 
P. J. Harrison, advertising manager of Jenkins Groceteria, 
Calgary, Alberta. 

Another panel discussion was scheduled on “The Whole- 
saler—Still the Dominant Force in Food Distribution.” 

Members of this panel were K. B. Bernard, branch 
superintendent, W. H. Malkin Co., Ltd.; R. Norman, mer- 
chandise manager, Kelly, Douglas & Co., Ltd.; J. Hardy, 
manager, MacDonald’s Consolidated, Victoria, B. C.; T. 
Louie, vice president, H. Y. Louie Co., Ltd. 

The recreation program at the convention included the 
annual golf tournament, a fishing derby and tours of the 
region. 


Bench model weigher-filler is automatic 


A new automatic bench model weighing and filling 
machine keeps production moving and raises operator 
efficiency during packaging operations, the Richardson 
Scale Co., Clifton, N. J., has announced. 

The new Richardson unit, called the Holm Model SS 
Weighing And Filling Machine, provides 18 to 20 accu- 
rate weighings per minute of free, semi-free, and non-free 
flowing materials, with maximum capacity of 1214 Ibs. 
The unit is completely automatic. 

The unit is designed as a bench or table model and con- 
sists of an angle-iron frame, top feed hopper, a motorized 
agitating feeder, a feed regulator plate, a revolving three- 
compartment weigh hopper, a 1-to-3 or 1-to-4 ratio weigh 
beam carried on floating knife edge bearings, an adjust- 
able balance, a discharge spout and a motor with an 
eccentric cam. 


Viking coffee popular in Hollywood 


Viking coffee is a new Hollywood delight, it is reproted. 
Laced with meade or honey wine, it is said to make you 
feel like an heroic Norseman. 
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Green Coffee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 


NATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF N.Y.C. 
N.Y. COPFEE AND SUGAR EXCHANGE 
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COFFEE PLANT | 
EQUIPMENT FOR SALE 


Fully equipped Coffee Roasting and Packaging 
Plant—Equipment consists of: 

1—2#23 (4-bag) Burns Thermalo Roaster for 
gas fuel complete with stoner, feed hopper, 
motors, stirflex cooler and smoke 
eliminator. 

2—#22 (8-bag) Burns Thermalo Roasters 
for gas fuel complete with stoners, feed 
hoppers, motors, stirflex coolers and smoke 
eliminators. 

1—(20-bag) complete green coffee cleaning 
and blending system. 

1—1 Ib. Pneumatic Coffee Bag Machine, com- 
plete with bag maker, 4-head weight scaler 
and filler, and bag closer, units. 

All equipment above is in excellent condition. 
Prices are most reasonable. Equipment is located 
in St. Louis Plant which is to be closed. Equip- 
ment may be inspected in operation. 


For more details, contact: 


E. S. MAHANY 
THE KROGER CO. 
1240 State Street 
Cincinnati 4, Ohio 
































Coffee vending 





Continental Coffee plays host 
to vending machine operators 


Coffee manufacturers and engineers are working together 
to give working and traveling America a flavorful cup of 
fresh brewed coffee for every coin dropped in automatic 
vending machines. 

This was demonstrated during the two-day ‘Fresh Brew 
Preview” sponsored by the Continental Coffee Co., a lead- 
ing supplier of coffee to the vending trade. 

The event, which was held at Continental's new Chicago 
plant, found 11 manufacturers of fresh coffee machines dis- 
playing their latest models to more than 250 vending ma- 
chine operators, industrial feeding managers and caterers 
from a nine state area. 

Manufacturers exhibiting were. Apco, Inc., New York 
City; Bally Vending Corp., Chicago; BarVend, Inc., San 
Marcos, Calif.; Coffee-Mat Corp., Elizabeth, N. J.; Inter- 
state United, Chicago; IVI Products Corp., Hammond, Ind. ; 
Bert Mills Corp., St. Charles, Ill.; Northwest Automatic 
Products Corp., Minneapolis; Rowe Manufacturing Co.; 
Chicago; Silex Co., Philadelphia; and the Vendo Co., 
Kansas City, Mo. 

Roy Zola, director of Continental's vending division, said 
the event pointed up the increasing trend toward the con- 
tinuous automatic brewing of regular ground coffee in small, 
almost home-sized quantities. 
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He said the preview offered operations the opportunity to 
see and compare the leading makes of fresh brewing ma- 
chines, and to determine the ones best suited to their specific 
operation. 

Mr. Zola declared that Continental’s own booth, where 
laboratory methods of testing color, grind and density were 
displayed, was one of the most popular features of the open 
house. He said that such modern lab methods have been 
applied to virtually every stage of Continental's coffee pro- 
duction operation, except the testing of flavor, where no 
test has yet been devised to rival the trained coffee taster. 

He added that operators can test the brew strength of 
coffee produced in their machines by applying a hydrometer 
method. 


Coffee operations workshop planned 
for NAMA convention in St. Louis 


A workshop on coffee vending operations is planned for 
the 12th annual convention and exhibit of the National 
Automatic Merchandising Association. 

A record number of workshops concentrating on practical 
problems will be part of the program, which will also in- 
clude hard-hitting platform talks. 

Keynote speaker of the convention, to be held at Kiel 
Auditorium, St. Louis, November 2nd-Sth, will be William 
A. McDonnell, president of the Chamber of Commerce of 
the United States and board chairman and chief executive 
officer of the First National Bank in St. Louis. 
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ladies are trying coffee in the new Imperial Service— 
plastic holder and plastic-lined cup—developed by the Dixie Cup 


These youn 


Division of the American Can Co. The plastic lining extends over 
the brim and down the outside edge for % of an inch. 





Texas firm develops new disposable plastic 
hot drinks cup with insulating properties 


A new insulating, featherweight plastic has made possible 
a disposable hot-drink cup which can be held comfortably 
in the hand while containing boiling liquids. 

The cup, already used successfully on all flights of 
Braniff International Airlines, was developed by the Crown 
Machine & Tool Co., Fort Worth, Texas, and is expected 
to find wide use in airline, plant and office canteen and 
picnic service. 

Alieady producing over 1,000,000 cups a month, Crown 
Machine & Tool is adding additional molding machines to 
meet increasing demands for the product. Manufactured 
under the trade name, ‘“Thermokup,” the cup is priced equal 
to or less than the conventional disposable paper cup with 
handles. 

The plastic used in making the cup is Dylite expandable 
polystyrene produced by the Koppers Co., Inc., Pittsburgh. 
Because of the remarkable insulating properties of the 
Koppers-made material, the cups keep hot beverages hot, 
and cold beverages cold, much longer than ordinary paper 
cups. Moreover, there is no annoying condensation on the 
outside or the bottom of the cup. It doesn’t get soggy if 
liquid remains in the cup for long periods of time. 

The insulating properties of the material reduce the 
transmission of heat or cold from the inner to the outer 
surface so efficiently that a cup may be held in the hand 
while boiling liquid is poured into it, without the slightest 
feeling of discomfort. 

James Harrison, executive vice president of Crown Ma- 
chine & Tool, predicted that the new disposable cup would 
be used in many applications where paper cups are used 
today. At the present time, approximately five billion dis- 
posable cups are used throughout the world every year. 

Crown Machine & Tool Company will manufacture the 
cups for sale in Texas, Louisiana and Oklahoma. The 
Champion Paper & Fibre Co., Hamilton, Ohio, has been 
granted a sole license to manufacture and sell the ““Thermo- 
kup” for all other market areas in this country. 
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Producing Countries 
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COLOMBIANS 
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Byrne, Delay & Co. 


Cable Address: 
“VICAFE” 


104 Front Street 
New York 5, N. Y. 


302 Magazine St. 
New Orleans 12, La. 











Because it has more flavor to give 


Coffee: Coffee! 


S. A. SCHONBRUNN & CO., INC. 
Grand and Ruby Avenue - Palisades Park, N. J. 
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Four top management shifts 


announced by Continental Can 

Major reassignments in the top management of the 
Continental Can Company have been announced by Gen- 
eral Lucius D, Clay, chairman of the board and chief ex- 
ecutive officer. 

Lawrence Wilkinson, executive vice president for glass 
and plastics operations, has been named executive vice 
president in charge of finance and administration. 

Charles B. Stauffacher, financial vice president, will 
become executive vice president in charge of Continental's 
Robert Gair Paper Products Group on January Ist, 1959, 
succeeding Norman F. Greenway, who will then have 
attained the mandatory retirement age for officers. 

William M. Cameron, vice president in charge of 
Continental's Central Metal Division, has been named ex- 
ecutive vice president for glass and plastics operations. 

E. L. Hazard, director of staff to the executive vice 
president of the Metal Operations Group, has been named 
a vice president and will succeed Mr, Cameron in the 
Central Metal Division. 


New automatic checkweighing machine marketed 

A completely new Selectrol Automatic Checkweighing 
Machine is announced by The Exact Weight Scale Co., 
Columbus, Ohio. 

The scale of this Selectrol, Model #120G, employs 
a Shadograph even-balance lever system. This provides 
a stable lever system, unaffected by normal machinery vi- 
brations. Speed of weighing is improved by frictionless, 
magnetic damping of the scale level system. 








Weight indication is by an optical light projection 
system. The electronic control system consists of direct 
reading crystal photocells mounted alongside of the op- 
tical reading scale dial. The crystal photocells last in- 
definitely, according to the manufacturer, and are un- 
affected by heat, moisture or normal environmental con- 
ditions. 

The direct reading photocell control provides direct 
correlation between the conventional Shadograph dial 
reading and the control point. The projected light on 
the dial moves in direct relation to scale lever movement. 

The scale control can be easily adapted to automatic 
quality control, through use of auxiliary equipment. The 
Model #1206 Selectrol can supply a binary coded output 
signal for automatic recording, classifying and feedback 
control. Feedback can be used to correct filling or 
processing equipment. 

The Model 1206 Selectrol is capable of speeds up to 
120 weighings per minute, with accuracies of two-tenths 
of one percent. Greater speeds at lower accuracies—and 
greater accuracies at lower speeds—are possible. 


Withelm promoted in Owens-Illinois changes 

Russell B. Wilhelm, manager of dairy and instant 
products sales for the Glass Container Division of the 
Owens-Illinois Glass Co., has been promoted to manager 
of processed food sales, Sid F, Davis, division vice presi- 
dent and general sales manager, has announced. 

Mr. Wilhelm succeeds Kevin Hepp, who recently was 
named manager of the Glass Container Division's bev- 
erage industries sales. Mr. Wilhelm will continue to 
manage instant products sales. 
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McKinley risked life at Antietam 
to serve coffee to regiment; 
sergeant later rose to President 


There is a tall granite monument standing on a quiet 
battlefield in. Western Maryland, reports the Pan-American 
Coffee Bureau's Coffee Newsletter. It is inscribed with these 
words: “Sergeant McKinley, Co. E, 23rd Ohio Volunteer 
Infantry, while in charge of the Commissary Department on 
the afternoon of the day of the Battle of Antietam, Sep- 
tember 17, 1862, personally and without orders, served 
hot coffee and warm food to every man in the regiment, on 
this spot; and in so doing had to pass under fire.”’ 

The same young man who risked his life to serve coffee 
on “the bloodiest single day of the Civil War’ 30 years 
later became President of the United States. His heroic deed 
was enshrined at Antietam by his native state of Ohio in 
1903, two years after his assassination, 

On the day of the Battle of Antietam, the sergeants 
duty was with the supply unit, which was at least two miles 
from the battlefield. This was the battle that ended General 
Robert E. Lee's first invasion of the North, postponed in- 
definitely England's threatened recognition of the Con- 
federacy, and gave President Lincoln the opportunity to 
issue his Emancipation Proclamation. 

The historic coffee break came on the afternoon of the 
battle, when McKinley's fellow soldiers of the Ohio com- 
pany had, along with other Federal troops, crossed Antie- 
tam Creek and were pressing forward to Sharpsburg. The 


sergeant, armed only with a bucket of coffee and a box of 
cooked rations, went from one man to the next .along the 
firing line. With a tin cup, he ladeled the coffee and waited 
until each man had had his fill. 

A bronze plaque at the foot of the McKinley monument 
depicts the historic scene—an erect soldier hands a cup 
of coffee to a weary trooper in the midst of furious fighting. 

Coffee has long been the soldier's choice in battle—but 
there is only one monument that stands in recognition of 
its importance to men on the front lines. 


Sees increases in coffee production 


in offing for Kenya, Uganda 

Prospects for the 1958/59 crop in Uganda are very 
good, both for Arabica and Robusta. New acreage of 
Arabica is beginning to bear, but insect damage might 
cut down production. The Robusta crop, however, 
should increase in 1958/59. 

Kenya's goal is to double current production by 1970. 
The increase will come mostly from areas farmed by Afri- 
cans, Theacreage being planted to coffee is increasing 
generally, and four new coffee nurseries being established 
in Central Nyanze will provide native growers with more 
seedlings. 

Kenya's African-produced coffee is marketed through 
coperatives in the producing areas. Final processing and 
marketing is being done in Nairobi through the Coffee 
Board of Kenya. 


Our second quarter-century 


L. NEUGASS & CO., INC. 


135 Front Street, New York 5, N. Y. 


COFFEE IMPORTERS 


Direct Connections with Producing Countries 


Members: NEW YORK COFFEE AND SUGAR EXCHANGE, INC, 
GREEN COFFEE ASSOCIATION OF N.Y.C., INC. 
NATIONAL COFFEE ASSOCIATION OF U.S.A. 
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the problem of coffee surpluses 
(Continued from page 12) 












It would be unrealistic for anyone to expect that the 
Study Group's proposals will prove a cure for all of the 
coffee trade's ills. And so, while the Group pursues its delib- 
erations, the producers might consider what other tactics they 
could employ to make inroads into their mountains of stocks. 

One of these tactics is the upgrading of the quality of 
coffee considered to be marketable. It’s estimated that 
about 10% of the total crop of a country like Brazil could 
be removed from the market as of too low a quality for ex- 
port. We understand that some producing countries are con- 
sidering such a measure or have already implemented one. 

A little earlier, I spoke of efforts to make consumption 
rates match those of production. Here in the United States 
we are constantly campaigning to increase consumption. 
Roasters spend tens of millions of dollars each year adver- 
tising their name brands. And these investments pay off. 

But why is it that when we speak of increasing coffee 
consumption, we usually have only this country in mind? 
If you haven't taken a recent look at consumption figures 
in the producing countries, then I think you're in for some- 
thing of a surprise. According to the best estimates of the 
Pan-American Coffee Bureau, the figures average about six 
pounds per capita. Information supplied by the U. S. De- 
partment of Agriculture shows that, in the case of Mexico, 
consumption in 1956 was as low as 1.8 pounds per capita. 
Cuba was high with eleven pounds. and none of the five 
principal producers were over ten pounds. By way of con- 
trast, here in the United States per capita consumption was 
15.7 pounds last year. 
























Brazil’s consumption down 





As for trends of consumption, consider this: In 1935, 
when Brazil's population was 45,000,000, she consumed 
6,000,000 bags; but in 1956, after her population had in- 
creased by nearly 38%, to 62,000,000, Brazil's consumption 
had dropped by more than 33% to 4,000,000 bags! It is 
quite evident that a producer-financed program to increase 
domestic consumption is long overdue. 

Nor are efforts to increase consumption at home the only 
obvious way to reduce current surpluses. Pan-American 
Coffee Bureau figures show that much could be enterprised 
in the expansion of European markets. Consumption in 
Europe actuaily declined slightly last year. And of all the 
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coffee imported by the more than 19 European countries, 
just three countries bought well over half. A continuing 
campaign by producers to influence a reduction of the 
taxes which most European countries impose on coffee im- 
ports would seem to be a practical move. 

As for funds to promote the consumption of coffee, in 
1954 we were given reason to expect that the contribution 
would be raised from 10¢ to 25¢ per bag among the Pan- 
American Coffee Bureau nations. Since then, there has been 
much talk but very little effective action on the increase. In 
August, the Bureau's Board of Directors voted to urge their 
countries to ratify the proposed increase so that the much- 
needed funds would begin to accumulate. But the situation 
as of today is that the assessment still is only 10¢. Mean- 
while, the steady decline in the purchasing power of an 
advertising dollar and increased competition from other 
beverages has made an assessment of $1.00 per bag a far 
more realistic objective. 


No promotion in promissory notes 


Here, again, is an area where the producers could have 
done much to help themselves out of their predicament but, 
as yet, have not done so. We can only hope that they will 
soon recognize the hard fact that our common problem de- 
mands common sacrifices—and that you can’t finance a pro- 
motional campaign with promissory money. 

We have reviewed for you the current coffee picture as 
we see it. It wouid be naive to think that international as- 
pects of the trade will not present a changed perspective a 
year or so from now. While the industry still adheres to the 
policies which we have often enunciated and often defended, 
the trade would seem to be conciliatory toward any fair 
and reasonable adjustments which might prove constructive. 
But we continue, of course, to remain watchful of every de- 
velopment which affects the future of the industry. 

There is nothing basically wrong with change. On this 
point, Dr. Gabriel Hauge, formerly Special Assistant to the 
resident for Economic Affairs, has commented as follows: 
“Government's role in the economy must be based on a full 
recognition of the market system as a primary force for 
freedom, economic well-being and economic personal 
security. Government should seek to reinforce rather than 
replace this system. Doubtful cases of government in- 
tervention in the market should be resolved in favor of in- 
dividual freedom. Sound government intervention should 
seek to facilitate change, not obstruct it. So often, however, 
intervention schemes by governments seek to do more than 
cushion change. Some of them are designed to defeat it 
and thus deny the general population the benefits of growth 
that come from change. And for the people directly con- 
cerned, it is so often the old story of a subsidized existence 
being a second class existence. For government to go 
heavily into the business of building competition . . . is a 
dubious way to serve the cause of economic progress.” 

In those lines, Dr. Hauge has expressed well our own 
views on the events which are affecting the coffee industry 
today—and which will, in one way or another, influence it 
tomorrow. 


Arabica and Robusta 


Almost two-thirds of India’s coffee is Arabica, while 
most of Indonesia's is Robusta. 

Exportable surplus from India’s 1957/58 crop is esti- 
mated at 195,000 bags. 
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Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 
schedule. 


Abbreviations for lines 
Abl Trans Car—Ahlmann Trans Carib- 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-W est African Line 
B-Afr—Belgian African Line 
Barb.Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—-Barber-W est African Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—Brodin Line 
Col—Columbas Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell.Buck—Ellerman & Bucknell §.S. Co. 
Farrell—Farrell Lines 
Grace—Grace Line 
Granco—Transportadora Gran 
Colombiana, Lida. 
ot & South American Steamship 
O., Ime, 


Hellenic—Hellenic Lines Lid. 
Hol-Int—Holland-Interamerica Line 
Independence—Independence Line 
lsthmian—Isthmian Lines, Inc. 
JavPac—JavaPacific Line 

Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacPFar—Pacific Far East Line, Inc. 
PacTrans—Pacifi¢ Transport Lines, Ine. 
Pioneer—American Pioneer Line 

PT L—Pacific Transport Lines, Inc. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SGross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—W estfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE DUE SAILS = SHIP LINE 
ABIDJAN BARRANQUILLA 
10/16 Afr Glen Farrel! NY10/31 10/10 August Bolten Granco 
10/19 Fernriver Am-WAfr USA11/15 10/13 Copan UFruit 
19/24 De! So! Delta N011/10 10/13 Santa Sofia Grace 
10/29 Afr Sun Farell NY11/13 10/17 Beate Bolten —Granco 
11/9 Ras Maersk NY11/26 LA12/21 $F12/23 10/20 Loviand UFruit 
11/9 Afr Grove Farrell NY11/24 10/23 Byfjord UFruit 
11/12 Tatra Am-WAfr USA12/15 10/24 Christiane UFruit 
11/14 Del Alba Delta NO12/1 11/3 Choluteca UFruit 
11/27 Afr Pilot Farrell NY12/12 11/6 Marna UFruit 
11/29 Tana Am-WAfr USA12/30 11/10 Loviand UFruit 
12/5 Del Campo Delta NO12/22 
12/8 Hartvig Maersk NY1/24 LA1/22 $F1/24 
12/12 Afr Piigrim Farrell NY12/27 BARRIOS 
12/26 Dei Monte Deita NO1/12 10/12 Lempa UFruit 
12/28 Atr Glen Farrell, = NY1/12 10/12 Prins J.W. Friso Granco 
1/15 Afr Patriot Farrell NY1/30 10/13 Trotieggen UFruit 
10/18 Leon UFruit 
A 10/19 August Bolten Granco 
MAPALA 10/26 Candida UFruit 
10/6 Choluteca UFruit Cr*10/13 NY10/21 10/27 Arctic Tern «UF rut 
11/2 Lempa UFruit 
11/3 Trolleggen UF uit 
ANGRA DOS REIS 11/9 Leon UFruit 
10/10 Buenos Aires Stockard NY10/27 Bol0/29 Pal0/31 Ball/2 11/10 Jytte Skou UFruit 
10/12 Ravnanger - Wes-Lar LAL1/11 SF11/13 Poll/20 Sell/22 vall/23 11/16 Candida UF mit 
10/23 Del Santos Delta += NO11/10 Wie ete Tee 
10/23 Santos Stockard NY11/9 Boll/12 Pall/14 Ball/16 
11/5 Del Ore Delta NO11/22 
11/8 Montevideo Stockard NY11/25 Bol1/28 Pall/30 Bal2/2 BUENAVENTURA 
11/11 Hardanger Wes-Lar LA12/10 SF12/12 Pol2/19 $el2/21 Val2/22 10/10 Cd. de Tunja Graco 
11/13 Del Viento Delta. ~=—«-NO12/1 10/10 Shipper Gulf 
11/26 Rio de Janeiro Stockard NY12/13 Bol2/16 Pal2/18 Bal2/20 10/13 Santa Ines Grace 
11/27 Del Mundo —- Delta’-«S=sNOA2/15 10/14 Cd. de Quito Granco 
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Abbreviations for ports 


At—-Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
Detroit 
Ga—Galveston 
Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Ml—Montreal 
Mo—Mobile 
NO—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
SD—San Diego 
SF—San Francisco 


Se—Seattle 
St. Jo—Saint John 
Ta—Tacoma 
Va—V ancouver 
DUE 

Hol0/25 N010/29 

NY10/25 

WY10/22 Jx10/19 Bal0/21 

NY10/28 

NY10/31 

Hol0/29 NO10/31 

NY11/6 

NY11/15 

Holl/14 NO11/16 

NY11/22 


Hol0/16 N010/19 
Hol0/18 N010/22 
NY10/20 

Hol0/22 N010/24 
Hol0/25 N010/29 
Hol0/30 NO11/2 
NY11/3 

Hol1/6 NO11/8 
NY11/10 

Holl/13 NO11/15 
NY11/17 

Holl/20 NO13/23 
NY11/24 


Pal0/16 6al0/18 NY10/19 
Hol0/18 NO10/22 
NY10/21 8al0/25 
Hol0/24 N010/26 








SAILS SHIP LINE 


10/17 Cd. de 

Barranquilla Granco 
10/20 Santa Olivia Grace 
10/23 Banker Gulf 
10/23. Cd. de Medellin Granco 
10/25 Cd. de 

Santa Marta Granco 
10/25 Santa Maita Grace 


CORTES 


10/14 Trotieggen 
10/15 Leon 
10/21 Jytte Skou 
10/23 Candida 
10/28 Arctic Tern 
10/30 Lempa 
31/4 Trotteggen 
11/6 Leon 
11/11 Jytte Skou 
11/13 Candida 
11/18 Arctic Tern 


CRISTOBAL 


10/11 Marna UFruit 
10/14 Choluteca UFruit 
10/20 Byfjord UFruit 
10/29 Jersbek UFruit 
11/3 Marra UFruit 


DAR es SALAAM 


10/19 Afr Moon Farrell 
10/26 William iykes  Lykes 
10/31 Afr Glade Farrell 
11/25 Kendall Fish — Lykes 
12/1 Afr Star Farrell 
1/3_—s A steamer Farrell 


DUE 


PA10/23 Bal0/25 NY10/26 
NY10/28 Ball/1 
Ho10/31 NO11/4 
Holl/4 NO11/6 


LAlI/5 SF11/8 Vall/19 
LA11/S SF11/7 Psl1/12 


NY10/20 
Hol0/22 NO10/24 
NY10/27 
Hol0/30 NO11/2 
NY11/3 

Holl/6 NO11/9 
NY11/10 
Holl/13 SF11/15 
NY11/17 
Holl/20 NO11/23 
NY11/24 


Hol0/18 N010/20 
NY10/21 
Hol0/29 N010/31 
NO11/3 
Holl/14 NO11/16 


Boll/14 NY11/16 
Guifll/27 
Bol2/7 WY12/9 
Gulfl2/24 

Bol/6 NY1/8 
Bc2/7 NY2/9 


SAILS SHIP 
DOUALA 


10/14 Fernriver 
10/29 Ras 
11/5 Tatra 
11/7 Afr Pilot 
11/24 Tana 
11/27 Hartvig 
12/7 Afr Glen 


LINE 


Am-WAfr USA11/15 

Maersk WY11/26 LAl12/21 SF12/23 
Am-WAfr USA12/15 

Farrel) NY12/12 

Am-WAfr USA12/39 

Maersk WY12/24 LA1/22 SF1/24 
Farrell WY1/12 


EL SALVADOR 


10/12 Cd. de Bogota 
10/14 Santa Fe 
10/19 Winnipeg 
10/20 A Pacinotti 
10/29 Santa Malta 


GUATEMALA 


10/13 Cd. de Bogota 
10/16 Santa Fe 
10/21 A. Pacomotti 
10/23 Winnipeg 


GUAYAQUIL 


10/12 Cd. de 
Barranquilla 
10/20 Cd. de Medellin 
10/21 Cd. de 
Santa Marta 


Granco 1LA10/21 SF10/24 

Grace LA10/25 SF10/26 PS10/30 

French A10/29 SF11/1 Vall/6 Sel1/9 Pol1/10 
Italian A10/27 SF10/29 Vall/3 Sell/8 Poll/11 
Grace LA11/5 SF11/7 PS11/12 


LA10/21 SF10/24 

LA10/25 SF10/26 PS10/30 

LA10/27 SF10/29 Vall/3 Sell/8 Poll/11 
LA10/29 SF11/1 Vall/6 Sell/9 Pol1/10 


Granco Pal0/23 Bal0/25 NY10/26 
Granco Holl/4 NO11/6 


Granco =LA11/5 SF11/8 Vall/19 


LA LIBERTAD 


10/23 Vera Cruz 


LA UNION 
10/22 Vera Cruz 


UFruit = Cr°10/27 


UFruit § Cr*10/27 
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TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


PARANAGUA, 


SANTOS, 


| SOUTH 
ERICA 


RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 











ANGOLA, 


BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 


AND LIBERIA 


Direct regular service 


Calta lee 


NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


MISSISSIPPI SHIPPING CO, INC, NEW ORLEANS 


RIO DE JANEIRO: DELTA LINE, INC. 
isconde Inhauma 134 


Rua Vi 


AGENTS: 


COFFEE & TEA 


ABIDJAN & DOUALA 
Union Maritime et Commerciale 


SANTOS: DELTA LINE, INC. 
Praca da Republica 87 
LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 


1 


MATADI 
Phs. Van Ommeren (Congo) 8.C.R.L. 
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SAILS SHIP 


LIMON 


10/12 Beate Bolten 
16/15 August Bolten 
10/17 Copan 

10/18 Byfjord 
10/24 Loviand 
10/30 Christiane 
11/1 Marna 

11/7 Choluteca 
11/14 Loviand 


LOBITO 


10/12 Lindi 
10/25 Lubumbashi 


LUANDA 


10/11 Del Soi 
10/17 Afr Sun 
10/20 Lindi 
10/29 Afr Grove 
11/1 Del Alba 
11/3 Lubumbashi 
11/15 Afr Pilot 
11/22 Del Campo 
11/30 Afr Pilgrim 
12/13 Del Monte 
12/15 Afr Glen 
1/4 _—s Afr Patriot 


MATADI 


10/12 Afr Sun 
10/17 fas 
10/19 Lubumbashi 
10/29 Dei Alba 
11/10 Afr Pilot 
11/14 Hartvig 
11/19 Dei Campo 
12/3 Afr Pilgrim 
12/10 Afr Glen 
12/10 Dei Monte 
1/6 = Afr Patriot 


MOMBASA 


10/18 Afr Moon 
10/23 William Lykes 
11/10 Afr Glade 
11/22 Kendall Fish 
12/11 Afr Star 
1/11 A steamer 


Granco 
Granco 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UFruit 


PARANAGUA 


10/12 Argentina 
10/13 Mormacsurf 
10/13 Dei Norte 
10/15 Akkrumdyk 
10/16 Mormacwren 
10/18 Dei Santos 
10/19 Santos 
10/20 Mormacreed 
10/21 Canada 
10/21 Nyland 
10/22 Domingos 
10/24 Mormacstar 
10/25 theria 
10/27 Dei Sud 
10/29 Mormacswan 
11/1 Del Oro 
11/1 Mormacisie 
11/2 Guatemala 
11/5 Montevideo 
11/5 Mormacmail 
11/8 Del Viento 
11/9 Mormachawk 
11/12 Honduras 
11/14 Mormacdawn 
11/15 Mormacsea 
11/17 Dei Mar 
11/21 Chile 
11/22 Brasil 


OCTOBER, 


Mormac 
Delta 
Hol- int 
Mormac 
Delta 
Stockard 
Mormac 
Lioyd 
Brodin 
Lloyd 
Mormac 
Norton 
Delta 
Mormac 
Delta 
Mormac 
Lloyd 
Stockard 
Mormac 
Delta 
Mormac 
Lioyd 
Mormac 
Mormac 
Deita 
Lloyd 
Lioyd 


1958 


NY10/28 
Hol0/25 N010/29 
NY10/25 
Hol0/29 NO10/31 
NY10/31 
NY11/6 
Holl/14 NO11/16 
NY11/15 
NY11/22 


NY11/5 
NY11/19 


NO11/10 
NY11/13 
NY11/5 
NY11/24 
N012/) 
NY11/19 
NY12/12 
NY12/22 
NY12/27 
NO1/12 
NY1/12 
NY1/30 


NY10/31 

WY11/26 LA12/21 SF12/23 
NY11/19 

N012/1 

NY12/12 

NY12/24 LA1/22 SF1/24 
N012/22 

NY12/27 

NY1/12 

NO1/12 

NY1/30 


Boll/14 NY11/16 
Gulfl1/27 

Bol2/7 NY12/9 
Guifl2/24 

Bol/6 NY1/8 
Bo2/7 NY2/9 


NY11/1 

LA11/18 SF11/21 Vall/25 Sel2/2 Pol2/5 
N010/29 

NY11/4 Boll/6 HR11/9 Ball/14 Pall/18 
NY11/2 Boll/S Pall/7 Ball/9 

NO11/10 

NY11/9 Boll/12 Pall/14 Ball/16 
dall/9 NY11/13 Boll/16 Pall/18 Ball/20 
NO12/11 Hol2/17 

Ball/S NY11/10 Pall/12 Boll/14 MI11/18 
NY11/12 

Ball/12 Pall/14 NY11/15 Bol1/18 
NY11/13 Boll1/15 Pall1/19 Bal1/20 
NY11/12 

NY11/16 Boll/19 Pall/21 Ball/23 
NO11/22 

LA12/2 SF12/5 Val2/9 Sel2/16 Pol2/19 
NY11/22 

NY11/25 Boll1/28 Pall/30 Bal2/2 
Jx11/23 NY11/27 Boll/30 Pal2/2 Bal2/4 
N012/1 

NY11/28 Bol2/1 Pal2/3 Bal2/5 

NY12/2 

LA12/16 SF12/19 Val2/23 $el12/30 Pol/2 
Bal2/5 Pal2/7 NY12/8 Bol2/11 Hal2/13 
N012/3 

NO12/11 Hol2/17 

NY12/12 





Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
service from the principal Brazilian 
ee ports to New York and New Or- 
leans, with facilities (as c offers) at 
Philadel , Baltimore, Norfolk, Jackson- 
ville Houston. 





Bringing North and South America nearer each other. LLOYD 
 hesusoomnans makes the Good Neighbor a Close Neighbor. 











NEW ORLEANS 
Queen & Crescent Bldg. 


NEW YORK 
17 Battery Place 








FOR 
FAST DEPENDABLE DELIVERY 


. -. of your mild coffees 
to United States markets . . . rely on 


UNITED FRUIT @ 
COMPANY @ 


x 

















NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 







Regular Service 
Fast Norwegian Motorships 







Coffee Service 
Brazil/U. S. Gulf 















General Agents 





Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bidg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bidg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranaguo—Transparana Ltda. 


















Buenos Aires—International Freighting Corporation, Inc. 


















RAC 






WEEKLY 
AMERICAN FLAG 
SERVICE 


from the coffee ports of 
COLOMBIA VENEZUELA 
ECUADOR’ —~wPERU 


and the West Coast of 
CENTRAL AMERICA 











to 
NEW YORK LOS ANGELES JACKSONVILLE 
PHILADELPHIA SAN FRANCISCO 
BALTIMORE SEATTLE VANCOUVER, B. C. 







GRACE LINE 


3 Hanover Square, New York 4, N. Y. 


4 Agents and Offices in all Principal Cities 




















COFFEE & TEA 


SAILS SHIP 


11/22 Del Mundo 
11/23 Rio de Janeiro 
12/1 Del Norte 











LINE 


Delta 
Stockard 
Delta 


RIO de JANEIRO 


10/10 Dei Aires 
10/12 Buenos Aires 
10/12 Itajai 
10/13 Mormacsurf 
10/16 Dei Norte 
10/17 Argentina 
10/20 Akkrumdyk 
10/24 Del Santos 
10/24 Santes 
10/26 Canada 
10/26 Nyland 
10/27 Domingos 
10/29 Mormacisle 
10/29 Mormacstar 
10/30 Del Sud 
11/6 Del Oro 
11/7 Brasil 

11/7 Guatemala 
11/9 
ll/ll 
11/14 
11/17 
11/20 
11/20 Del Mar 
11/26 Chile 

11/27 Rio de Janeiro 
11/27 Brasil 

11/28 Del Mundo 
12/4 Del Norte 


SANTOS 


10/11 Mormacdove 
10/15 Del Norte 
10/16 Argentina 
10/17 Mormacsurf 
10/18 Mormacwren 
10/20 Rio de Janeiro 
10/21 Santos 

10/22 Dei Santos 
10/23 Mormacreed 


10/25 Canada 
10/26 Domingos 
10/28 Mormacstar 
10/29 Dei Sud 
11/1 Mormacswan 
11/4 Del Oro 
11/5 Mormacisie 
11/6 Guatemala 
11/6 Brasil 

11/7 Montevideo 
11/8 Mormacmail 
11/12 Del Viento 
11/12 Mormachawk 
11/16 Honduras 
11/19 Mormacsea 
11/19 Del Mar 
11/19 Mormacdawn 
11/25 Rio de Jareiro 
11/15 Chile 
11/26 Brasit 
11/26 Del Mundo 
12/3 Del Norte 


TANGA 


10/18 Afr Moon 
10/18 William Lykes 
10/29 Afr Glade 
11/18 Kendall Fish 
11/29 Afr Star 

1/6 A steamer 


VICTORIA 


10/12 Del Aires 
10/26 Del Santos 
10/27 Canada 
11/8 Del Oro 











Delta 
Stockard 
Brodin 
Mormac 
Delta 
Lloyd 
Hol- int 
Deita 
Stockard 
Lloyd 
Brodin 
Lioyd 
Mormac 
Mormac 
Delta 
Deita 
Mormac 
Lloyd 
Stockard 
Mormac 
Delta 
Lieyd 
Mormac 
Deita 
Lioyd 
Stockard 
Lioyd 
Delta 
Deita 


Mormac 
Delta 
Lloyd 
Mormac 
Mormac 
Hol- Int 
Stockard 
Delta 
Mormac 


Lloyd 
Lloyd 
Mormac 
Deita 
Mormac 
Delta 
Mormac 
Lioyd 
Mormac 
Stockard 
Mormac 
Delta 
Mormac 
Lloyd 
Mormac 
Delta 
Mormac 
Stockard 
Lioyd 
Lioyd 
Delta 
Delta 


Farrell 
Lykes 
Farrell 
Lykes 
Farrell 
Farrell 


Delia 
Delta 
Lloyd 
Delta 


INDUSTRIES 














DUE 


NO12/15 
NY12/13 Bol2/16 Pal2/18 Bal2/20 
N012/17 


N010/27 

NY10/27 Bol0/29 Pal0/31 Ball/2 
Bal0/27 NY10/29 Pal0/31 Boll/2 Mi11/6 
LA11/18 SF21/21 Vall/25 Sel2/2 Pol2/5 
N010/29 

NY11/1 

NY11/4 Boll1/6 HR11/9 Ball/14 Pall/18 
NO11/10 

NY11/9 Boll/12 Pall/l4 Ball/16 
NO11/11 Hol1/20 

Ball/8 NY11/10 Pall/12 Boll/14 Mi11/18 
NY11/12 

LA12/2 SF12/5 Val2/9 Sel2/16 Pol2/19 
Ball/12 Pall/14 NY11/15 Boll/18 M111/22 
NO11/12 

NO11/22 

NY11/18 

NY11/22 

NY11/25 Boll/28 Pall/30 Bal2/2 
LA12/16 SF12/19 Val2/23 Sel2/30 Pol/2 
NO12/1 

NY12/2 

Bal2/5 Pal2/7 NY12/8 Bol2/11 Hal2/13 
N012/3 

NO12/11 Hol2/17 

NY12/13 8012/16 Pal2/18 Bal2/20 
NY12/12 

N012/15 

NO12/17 


Jx10/26 Bal0/30 Pall/1 NY11/2 Boll/S MI11/9 
N010/29 

NY11/1 

LA11/18 SF11/21 Vall/25 Sel2/2 Pol2/5 
NY11/2 Boll/5 Pall/7 Ball/9 

NY11/4 Boll/6 HR11/9 Ball/14 Pall/18 


NY11/9 Boll/12 Pall/14 Ball/16 

N011/10 

éxl1/9 NY11/13 Boll/16 Pall/1s 8all/20 
Nfl1/21 

NO11/11 Holl/20 

WY11/12 

Ball/12 Pall/14 NY11/15 Boll/18 Mi11/22 

NO11/22 

NY11/16 Boll/19 Pall1/21 Bal1/23 

NO011/22 


LA12/2 SF12/5 Val2/9 S$el2/16 Po012/19 
NY11/22 
NY11/18 


NY11/25 Boll/28 Pall/30 Bal2/2 

Jx11/23 NY11/27 Boli/30 Pal2/2 Bal2/4 Nfl2/5 
NO12/1 

NY11/28 Bol2/1 Pal2/3 Bal2/5 

NY12/2 

Bal2/5 Pal2/7 NY12/8 Bol2/11 Hal2/13 
NO12/3 


LA12/16 SF12/19 ValZ/23 Sel2/30 Pol/2 
NY12/13 Bol2/16 Pal2/18 Bal2/20 
NO12/1] Hol2/17 

NY12/12 

N012/15 

N012/17 


Boll/14 NY1i/15 
Gulfl1/27 

Bol2/7 NY12/9 
Gulfl2/24 

Bol/6 NY1/8 
Bo2/7 NY2/9 











N010/27 
NO11/10 

NO11/11 Hol1/20 
NO11/22 








and The Flavor Field 




















SAILS SHIP 


11/16 Dei Viento 
11/27 Chile 
11/30 Del Mundo 


LINE 


Delta 
Lloyd 
Deita 


NO12/1 
NO12/11 Hol2/17 
N012/15 
























2 Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C.Z. 


TEA BERTHS 
CALCUTTA 
11/8 City Ottawa Norton Hal2/13 StJol2/17 
11/9 City Chester Norton B012/13 NY12/15 Pal2/17 Nfl2/19 Bal2/2) 


COCHIN 

10/13 Hellenic Hero Hellenic NY11/8 

10/18 Exemplar Am-Exp 8011/16 NY11/18 Pall/22 HR11/23 Ball/25 

10/18 Polk Am-Pres NY11/23 Boll/28 HR12/1 SF12/20 

10/30 Exchequer Am-Exp 8011/29 NY12/1 Pal2/4 HR12/6 Bal2/8 

11/1 Jackson Am-Pres NY12/5 8012/10 Bal2/13 HR12/15 LA12/30 
SF1/2 

11/16 Taylor Am-Pres NY12/20 6012/24 Bal2/27 HR12/29 LA1/13 
SF1/16 

11/21 Explorer Am-Exp NY12/17 

11/29 Adams Am-Pres NY1/2 Bol/7 Bal/10 HR1/12 LA1/27 SF1/30 

12/13 Monroe Am-Pres NY1/18 Bol/23 HR1/26 SF2/14 

COLOMBO 

10/14 Maipura Cunard Boll/15 NY11/17 Pall/20 Nfll1/22 Ball/25 

10/14 Maidan Cunard = $all/13 NO11/18 Holl/21 Gall/23 

10/15 Polk Am-Pres NY11/23 Boll/28 HR12/1 SF12/20 

10/20 Lexa Maersk Hall/12 NY11/15 

10/21 Siiverstream davPac LA12/5 SF12/11 Pol2/17 Sel2/20 Val2/24 

10/30 Jackson Am-Pres NY12/5 Bol2/10 Bal2/13 WR12/15 LA12/30 
$F1/2 

11/8 Laura Maersk NY12/8 Hal2/20 

11/14 Taylor Am-Pres NY12/20 8012/24 6al2/27 WR12/29 LAl1/13 
SF1/16 

11/27 Adams Am-Pres NY1/2 Bol/7 Bal/10 HR1/12 LA1/27 SF1/30 

12/7 Anna Maersk NY1/6 Hai/20 

12/10 Monroe Am-Pres NY1/18 Bol/23 HR1/26 SF2/14 

12/21 Peter Maersk Hal/15 NY1/18 


1/7 Lica NY2/3 Ha2/18 





DJAKARTA 


10/18 Pierce Am-Pres LA11/22 NY12/8 Bal2/14 6012/18 
10/18 Laura Maersk NY12/8 Hal2/20 

10/26 Tyler Am-Pres LA12/7 NY12/23 8al2/30 Bol/3 
11/16 Madison Am-Pres LA12/22 NY1/7 Bal/l14 Bol/18 
11/18 Anna Maersk NY1/7 Hal/20 

11/26 Fitimore Am-Pres LA1/6 NY1/22 Bal/29 Bo2/2 


12/14 Taft LA1/22 NY2/7 Ba2/13 Bo2/17 





DJIBOUTI 


10/28 Exemplar 
11/9 Exchequer 
11/28 Explorer 


Boll/16 NY11/18 Pall/22 HR11/23 Ball/25 
Boll/29 NY12/1 Pal2/4 HR12/6 Bal2/8 
NY12/17 


Am- Exp 
Am- Exp 





HONG HONG 


10/10 Jackson 
10/13 Dona Aurora 
10/14 Hoover 





NY12/5 Bol2/10 Bal2/13 HR12/15 
SF11/2 LA11/4 NY11/20 Pall/24 Ball/27 
SF11/3 


Am-Pres 
Stockard 
Am- Pres 





10/14 Barbara Lykes Lykes Guif 11/21 

10/18 Jeppesen Maersk LALI/12 NY11/27 

10/21 Jefferson Am-Pres LA11/6 NY11/22 Ball/27 Bol2/1 

10/24 Igadi Stockard SF11/13 LALL/15 NY12/1 Pal2/5 Bal2/8 

10/26 Harrison Am-Pres SF11/24 LA11/28 $D12/4 

10/28 Taylor Am-Pres NY12/20 Bol2/24 Bal2/27 HR12/29 i 
10/29 Wilson Am-Pres SF11/16 
11/3 Dona Alicia Stockard SF11/24 LA11/26 NY11/13 Pall/17 Ball/20 
11/3 Susan Maersk $F11/25 NY12/12 

11/6 Golden Bear PacFar SF11/22 LAl1/27 

11/7 Adams Am-Pres NY1/2 Bol/7 Bal/10 HR1/12 

11/18 Maren Maersk LA12/12 NY12/27 

11/21 Tyler Am-Pres LA12/7 NY12/23 Bal2/30 Bol/3 

11/21 Japan Bear PacFar SF12/7 LAl2/12 

11/24 Monroe Am-Pres NY1/18 Bol/23 HR1/26 

11/24 Lisholt Stockard SF12/15 LA12/17 NY1/2 Pal/6 Bal/9 
12/3 Rita Maersk $F12/25 NY1/1 
12/5 Hayes Am-Pres NY1/30 Bo2/4 Ba2/7 HR2/9 


OCTOBER, 1958 





MOORE M;CORMACK 
MM0C43 


AMERICAN FLAG SHIPS 
Freight & Passenger Service 



















REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD ¢ BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
United States West Coast ports and 
CANAL ZONE e COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY ¢ ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 


5 BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 


























26 Broadway 
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WEEKLY DIRECT SERVICE to NEW YORK from — 
Santo Tomas © Puerto Barrios ¢ Puerto Cortez 
El Salvador (via Puerto Barrios) © Belize 


MAMENIC INTERNATIONAL CORPORATION Agents 
New York 4, N.Y. Tel: WHitehall 3-9020 
4i 




















at Pier 44, Brooklyn as opposed 
to Port Newark as hitherto. 


ANNOUNCEMENT 


Hellenic Lines Limited is pleased 
to advise that henceforth all 
vessels from the India/Ceylon 
and Red Sea areas will discharge 









HELLENIC LINES 


LIMITED 


39 Broadway, New York 6, N. Y. 














COFFEE 


Where you want it . . . when you want it... 


¥% Your coffee arrives in perfect condition shipped Argentine 


State Line... 


13 days from Santos, 12 from Rio to our 


modern terminal, Pier 25, North River, New York. 
% Fast modern freighters plus 3 new passenger liners serve 


the East Coast of South America... 


immaculate holds, 


skilled handling by experienced crews eliminate damage 
or flavor contamination. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell Inc., General Agents 
24 State St., New York 4, BO 9-5660 





















v@Ran 


AGENCIA de 
VAPORES GRIEG S/A 


Rio de Janeiro 
Praca Maua 7 


Santos 
Praca de Republica, 46 


















SAILS 





SHIP 


12/8 Keystone 
Mariner 
12/18 Effie 
12/19 Lone Star 
Mariner 
12/21 Fitimore 
1/3 _Chastine 


KOBE 


10/16 Myth 
10/19 Dona Aurora 
10/19 Hoover 
10/25 Jeppesen 
10/30 Igadi 

11/2 Wilson 
11/8 Harrison 
11/8 Dona Alicia 
11/9 Susan 
11/24 Maren 
11/30 Lishoit 
12/9 Rita 
12/25 Effie 
1/9 — Chastine 


SHIMIZU 


10/11 Sally 
10/14 Hoosier 
10/18 Myth 
10/21 Dona Aurora 
10/27 Jeppesen 
11/1 tgadi 
11/10 Harrison 
11/10 Dona Alicia 
11/11 Susan 
11/26 Maren 
12/2 Lisholt 
12/11 Rita 
12/27 Effie 

1/11  Chastine 


YOKOHAMA 


10/10 Cleveland 
10/11 Johnson 
10/15 Sally 
10/16 Hoosier Mariner 
10/20 Myth 
10/20 Hoover 
10/22 Dona Aurora 
10/31 Jeppesen 
11/2 = ‘Igadi 

11/4 Wilson 
11/12 Dona Alicia 
11/12 Harrison 
11/15 Susan 
11/30 Maren 
12/3  Lisholt 
12/15 Rita 

12/31 Effie 

1/15 Chastine 





LINE 


PacFar 
Maersk 


Am- Pres 
Am- Pres 


Maersk 


Pioneer 

Stockard 
Am- Pres 
Maersk 

Stockard 
Am- Pres 
Am- Pres 
Stockard 





Maersk 


Am- Pres 
Am-Pres 
Maersk 
Am- Pres 
Pioneer 
Am-Pres 
Stockard 
Maersk 
Stockard 
Am- Pres 
Stockard 
Am- Pres 
Maersk 
Maersk 
Stockard 
Maersk 
Maersk 
Maersk 


*Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C.Z. 


restaurant coffee 











SF12/24 LA12/29 
LAl1/12 NY1/27 


NY2/13 Bo2/18 Ba2/21 HR2/23 
LA1/6 NY1/22 Bal/29 Bo2/2 
SF1/26 NY2/12 


NY11/10 Ball/i4 Nf11/17 Pall/19 8011/22 
SF11/2 LAL1/4 NY11/20 Pall/24 6all/27 
S$F11/3 

LAl1/12 NY11/27 

SF11/13 LA11/15 NY12/1 Pal2/5 8al2/8 
SF11/16 

SF11/24 LAl1/28 SF12/4 

$F11/24 Ball/26 NY12/13 Pal2/17 Bal2/20 
$F11/25 NY12/12 

LA12/12 NY12/27 

S$F12/15 LA12/17 NY1/2 Pal/6 8al/9 
$F12/25 NY11/1 

LA1/12 NY1/27 

SF1/26 NY2/12 





$F10/25 NY11/11 

LA10/29 SF11/2 

NY11/10 Ball/14 Nfl1/17 Pall/19 Boll/22 
SF11/2 LAl1/4 NY11/20 Pall/24 Ball/27 
LA11/12 NY11/27 

$F11/13 LA11/15 NY12/1 Pal2/5 Bal2/8 
SF11/24 LA11/28 SF12/4 

$F11/24 LA11/26 NY12/13 Pal2/17 Bal2/20 
SF11/25 NY12/12 

LAl12/12 NY12/27 

$F12/15 LA12/17 NY1/2 Pal/6 Bal/9 
$F12/25 NY1/11 

LAl/12 NY1/27 

SF1/26 NY2/12 


SF10/22 

SF10/23 LAl0/27 SF11/2 

$F10/25 NY11/11 

LA10/29 SF11/2 

NY11/10 Bal1/14 Nf11/17 Pall/19 8011/22 
SF11/3 

SF11/2 LA11/4 NY11/20 Pall/24 Ball/27 
LAl1/12 NY11/27 

SF11/13 LA11/15 NY12/1 Pal2/5 Bal2/8 
SF11/16 

$F11/24 LAl1/26 NY12/13 Pal2/17 Bal2/30 
SF11/24 LA11/28 $012/4 

$F11/25 NY12/12 

LA12/12 NY12/27 

SF12/15 LA12/17 NY1/2 Pal/6 Bal/9 
SF12/25 NY1/11 

LA1/12 NY1/27 

SF1/26 NY2/12 





(Continued from page 14) 
















COFFEE & TEA 





more and more of the total coffee consumed. 

Today, 40% of all coffee drunk in eating places is served 
during the coffee-break hours, compared to 30% at lunch 
and the remaining 30% at breakfast and dinner in the eve- 


ning. 


Many factors have an influence on coffee drinking in 
eating places. The charts show what has happened to the 
average price paid for coffee and other ingredients in 





restaurants since 1950. 


INDUSTRIES 











and The Flavor Field 




































coffee and the heart 
(Continued from page 16) 





may cause digestive disturbances. In healthy persons 
these effects ordinarily are not serious and disappear 
promptly if the abnormal use of coffee is stopped. In 
persons with organic disease, such as heart or artery 
conditions, or gastrointestinal disease, however, these 
effects may be harmful; the excessive use of coffee here 
should be avoided. 

The second expert in the “Journal” said that any 
person who is obliged to ask his doctor whether he is 
being harmfully affected by drinking 20 to 30 cups of 
coffee daily surely does not feel bad. Should he com- 
plain of heart palpitation, extrasystoles, restlessness, in- 
somnia, etc., one would suspect that these symptoms 
might be produced by caffeine. 


New tests on decaffeinated coffee 


Makers of decaffeinated coffee who claim 97% or 
more of the caffeine content has been removed from their 
products are correct, the American Medical Association 
has announced on the basis of new tests, according to a 
recent statement by Walter Wolman, Ph.D. In a former 
publication, the A.M.A. had said its tests showed such 
claims “must be viewed with skepticism.” 

The former tests had been made with a gravimetric 
procedure, Subsequently, it was found that this method 
led to wrong values for caffeine in decaffeinated coffee. 
Newer tests with the Kjeldahl method lead to results 
that more accurately represent the actual caffeine con- 
tents of coffee. The decaffeinated instant coffees as well 
as coffee obtained from decaffeinated roasted coffee beans 
contain about 1/40th of the amount of caffeine present 
in regular sorts of coffee. This is equivalent to 97% 
or more removal of caffeine. 

Regular instant coffees, the tests also show, contain 
about the same amount of caffeine as regular ground 
coffee, instead of only half as much, as had been re- 
ported from the earlier tests. 


Vitamins in coffee 


Two cups of heavily roasted contain your daily require- 
ment of the vitamin niacin, according to recent studies 
carried out by the Wisconsin Alumni Research Foun- 
dation. The key is in the roasting. Niacin (nicotinic acid) 
is formed during this process from a compound, trigo- 
nelline, which has no vitamin activity. 

Niacin and its amide, nicotinamide or niacinamide, are 
vitamins which prevent pellagra, a disease which is often 
associated with a high maize diet. Pellagra is endemic 
in regions where corn forms a major part of the food 
consumed. Symptoms of niacin deficiency are disturb- 
ances of tongue and skin, stomach disorders and mental 
disturbances. Secondary deficiencies frequently occur in 
diarrheal disease, cirrhosis of the liver and alcoholism, 
Coffee is recognized as an ‘antidote’ against alcohol in- 
toxication, so the idea is not far off that the niacin in 
coffee might have some influence in combating the effects 
of too much alcohol. 

Niacin is also a stimulant for the arteries. It is found 
in meats, milk, leafy green vegetables, peas and beans. 
Liver, kidneys other organs and muscles of many animals 
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ship columbus 
line 


REGULAR, FAST EFFICIENT SERVICE 























BUENOS AIRES 
UA, SANTOS 





PARANAG DE JANEIRO 


COLUMBUS LINE, INC. 


26 Broadway, New York 4, N. Y. 
WH 4-0825 


rane 















ship that 
“extra cup” of 


Onfe- Sut 







tens Handling of COFFEES 


WARDZ. 


tana GARCIA Se 
7 Ne regularly scheduled sailings 


MEXICO wnaCUBA 


| Ward-Jarciaconrroranon General Agents 
[PIER 34 NORTH RIVER New York 13, N.Y. © WAtkins 4.4000 
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Coffee Movement In The U. S. Market 
(Figures in 1,000 bags) 
Total Deliveries—from : Visible we 7p of Month 
Entries Brazil Others Total Brazil Total 
1956 
OI cicaviuccescsebece -s¥ace ese 1,338 650 616 1,266 828 636 1,464 
Ne en ee a apeate utes 1,241 735 651 1,386 903 703 1,606 
1957 
MNO ak Jan Toy, 5s ce sad eh peas sannuae 1,749 917 809 1,726 1,064 655 1,719 
WEE ack toes sa ed hea whee keane 2,026 906 927 1,833 1,362 611 1,973 
BONN d,s a An. ec cae epaaaeecteees 1,956 1,224 1,060 2,284 1,233 668 1,901 
OU 3s csarin wae ss sF0URGS Steer ine rede 1,209 528 1,028 729 547 1,276 
BOS Sis ndeees sis coaedens pheberees> 1,431 546 906 1,452 759 663 1,422 
TI nn cia cana 4h 00h om eR hank ke et 1,301 544 792 1,336 732 606 1,338 
ORY « inews UCbvbe nc chvddenks hi newbies 1,122 563 550 1,113 545 635 1,180 
Rene Ss igs is Ra 1,588 571 1,044 1,615 599 675 1,274 
Se ios ois on gas san sauna ses st 1, 634 579 1,213 667 645 1,312 
sina wins shee eyes eeee hans 1,394 721 884 1,605 704 769 1,473 
DUIS Ss, eh uss dite a we awe ace 1,801 654 962 1,616 650 590 1,240 
CEES SUC, dace Salads hce be aabae 1,790 963 885 1,848 610 1,075 1,685 
1958 
een ae CR Re ae Oe TE 1,874 674 1,093 1,767 561 723 1,284 
Febery soo) tas ei CAG anaes 1,062 281 874 1,155 718 625 1,343 
BARONS Se ie. ts be oa Be co nee 1,436 510 1,078 1,588 605 643 1,248 
WBE § ooo ce canawcnchnten senses 1,548 578 923 1,501 615 496 1,111 
Oy cac dad Vdd sede cdavau buns Omar tas 2,010 688 1,162 1,850 768 513 1,281 
| See Ae ee See oy er Re a eis 1,654 480 821 1,301 1,007 533 1,540 
DS REIS RPE S ue ie pot Payee 1,253 462 1,056 1,518 779 609 1,388 
eee EP Ee eo CET ee ESE ey NO AT 1,114 419 708 1,128 671 433 1,104 
Spee os aio gas geen ees 48S 1,160 668 509 1,177 822 356 1,178 
Figures by N. Y. Coffee & Sugar Exchange, Inc., m bags of origin. (Preliminary) 





contain niacin, as do wheat germ, yeast and enriched 
breads and flours. 

Heavy roasting, as is being practiced to some extent 
commercially, brings the niacin level in roasted coffee 
to almost .05%, about five times that of the roast coffees 
generally used in the United States, according to Dr. 
L. J. Teply, of Madison, Wisconsin. Dr. Teply said 





Wieh'A Maersk Line serves 





also that there appear to be a number of other B-vita- 
mins and essential minerals in coffee, but at comparatively 
low levels. 

Coffee is an old beverage, but every year there are new 
discoveries connected with its chemistry and food values. 
There is no doubt that some problems of this highly 
stimulant beverage have not yet been solved. 
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Coffee's shifting focus 


The focus of world coffee is shifting. 

The actions in Washington, D. C., last month by the pro- 
ducing countires has cleared the air. 

Fifteen Latin American nations agreed on a plan to with- 
hold crops, to avert economic disaster. France and Portugal 
announced they would, on their own, take similar measures 
for their African coffee growing areas. 

These actions climaxed months of intensive activity by 
producing country representatives, with the cooperation of 
the United States Department of State. 

The result is less than the worldwide agreement hoped 
for, but it does cover about 90% of coffee production. 

Nor does the result offer a lasting solution. For this 
reason, the producing countries will continue to examine the 
problems through the International Coffee Study Group. 

But the air bas been cleared. With the crop quota plans 
crystallized, at least for the time being, coffee attention and 
energy are free to come to grips with the fundamental 
question: how to sell more coffee. 

Let's start thinking about that now. 

Yes, we know: a lot of us never stopped thinking about 
it. 

But the very immensity of the problem calls for a different 
kind of thinking. New and fresh thinking, with a bold- 
ness to match the immensity of the problem itself. 

The methods applied to boosting coffee consumption in 
the past were good. Under the circumstances of their cre- 
ation and application, they were sometimes superb. 

Now they are no longer enough. 

Some new areas for coffee consumption have already been 
indicated by industry spokesman. Europe's hunger for coffee, 
hampered by regulations, is far from satiety. Within the 
producing countries, the potential is great, even by standards 
of past years. 

In the United States, the single largest market for coffee, 
we've barely tapped many reservoirs of new consumption. 
In some areas, more poundage is even a matter of recovering 
lost ground. 

Apart from more far-reaching aspects, now is clearly the 
time—with abundant coffee and low prices—to realize on 
these potentials. 

But to do so will take bold thinking even in the way we 
get at answers. 

An indication of what's needed came in the better brew 
campaign. The Pan-American Coffee Bureau, the National 
Coffee Association and, of course, The Coffee Brewing 
Institute moved into the better brew battle, each in its own 
way. 

What happened was not surprising. Each organization's 
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campaign drew strength from the other. Roaster partici- 
pation broadened. Demand for merchandising and adver- 
tising aids stepped up. 

More power was applied to better brew than would other- 
wise have been the case. 

This confirms what ordinary horse sense tells us. A 
unified campaign multiplies its weight in some sort of 
geometrical progression. Five-and-five becomes more like 
25 than 10. 

Now, with the need to sell more coffee as the overwhelm- 
ing problem, is the time to apply that logic. 

It might mean industry-level promotion planning which 
has roaster participation from the start, and all the way 
through. 

Right off the bat, this kind of cooperation shifts re- 
lationships to a campaign. 

The Pan-American Coffee Bureau, for example, would 
not have to take such a campaign to the roasters, as in the 
past, to win their participation. 

In a jointly planned promotion, the roasters are already 
in. It is as much their baby as anyone else's. Possible ob- 
stacles to participation have already been taken into account. 
More than that, ways in which the roasters could get into 
the promotion would have been worked into the plan. 

Is this kind of joint planning easy? You can bet your 
life it’s not. A joint and representative committee is sure 
to be, at times, noisy. Differences of opinion are bound to 
come up. 

But this weakness of the democratic procedure is also its 
strength. What can emerge is a powerful approach, weld- 
ing the best of each one’s ideas into a single powerful 
attack. 

One of the bold new ways to meet the immensity of the 
need for selling more coffee is therefore, a thing that’s for 
free: the way in which we work among ourselves to plan 
and carry through a promotion. 

Another thing to think of boldly is not for free. It's 
money. 

The 25¢ per bag for promotion through the Pan-American 
Coffee Bureau has been long overdue. Further delay in its 
approval, in the current situation, is foolhardy. 

In fact, serious study might be given to the proportion of 
coffee sales invested in promotion, compared to other beve- 
rages and products. Some of the facts already brought to 
light indicate that 25¢ a bag, while better than the current 
10¢, might already be far less than what's required. 

Considering the cost of withdrawing and carrying sur- 
plus stocks, each promotion dollar which is effective is a 
cheap dollar, indeed. 
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Professor Lazo brought perspective on tea to the 13th 
annual convention of the Tea Association of the U.S.A., held 
at Whiteface Inn, on New York's Lake Placid. He pointed 
up tea’s status today in this country's gigantic food business 
—and suggested some of the possibilities for tea tomorrow. 
In this article are highlights of his talk, based on an advance 


copy. 


It isn’t generally known that the grocery bill in the United 
States this past year was 70% greater than the total national 
income only 25 years ago. The people of this nation paid 
over the grocery counter in the year 1957 over 68 billions 
of dollars just to eat in the style to which we have become 
accustomed! 

The American people pay twice as much for food as they 
do for all the housing we enjoy, rent payments, mortgages 
and services connected with what we generally call “hous- 
ing” or shelter. We pay out almost three times as much for 
groceries as we do for all the clothing for all the men, 
women and children of the nation. We pay four times 
more for groceries than we do for all doctors, hospitals, 
medical and dental care. We pay more than twice as much 
for food as we do for all the transportation in the air, on the 
land and in the sea. We pay 30 times more for food than 
we do for all the education of the land. 

So you see, we are talking about really BIG business. 
You are a part of a tremendous industry, by far the biggest 
in the world. And without exception, the most competitive. 
Surely with 174,000,000 people—a large proportion of 
whom have enough money to pay for the necessities and 
then have something left over for some of the things that 
are not absolutely necessary but which make life so much 
more worth living—the market for a product like tea would 
seem literally to have no bounds. 

From the fine reports you get from your Tea Council 
you know that currently we speak of some $200,000,000 
worth of tea sales in this country. I say to you that you 
have barely scratched the surface of your potential. 

Only ten years ago the American people spent a few 
paltry dollars for frozen fruit juices; last year this ran to 
hundreds of millions of dollars, and every expectation is 
that it will go much higher this year, recession or no re- 
cession. 

Ten years ago, the expenditures for television sets would 
not have been enough to pay for one month of TV repair 
bills today. Ten years ago all the boats and pleasure craft 
bought would not have paid for the gasoline consumed this 
year on the boats now running around. Hundreds, perhaps 
thousands of other products have caught the popular fancy 
and have skyrocketted. 

Don’t for one moment overlook the fact that you are in 
direct competition with every dollar spent on_ recreation, 
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tea in an expanding market 


By HECTOR LAZO, Senior Professor of Marketing 
New York University 






sports, radios, TV, as well as frozen foods, TV dinners, 
fruit juices. In fact, you are in competition with every 
producer of everything that goes into the American home. 

Of course the job is to establish an identity for your 
product with which the consumer will identify himself daily. 

Let me show you how the American working force has 
changed, the tremendous and highly significant changes 
that have taken place among those gainfully employed in 
the United States. 

We have today twice as many white collar workers as we 
did 50 years ago. We have almost three times as many pro- 
fessionals—doctors, lawyers, engineers, teachers, and more 
than twice as many clerical office and sales people. 

They are hungry for a better standard of living. Millions 
of them can now afford it, for the first time. They have dis- 
cretionary buying power, and they spend it on things that 
give them the greatest pleasure—because people with exira 
money to spend do not buy things: they buy convenience and 
pleasure. 

It is in that category that tea must fit, but is must do 
so IN THE MINDS OF THE CONSUMER. And that is 
an industry-wide job, something no one company and no 
one group of producers can accomplish alone. 

You have come a great way together through your in- 
dustry activities in your Tea Council. You have an even 
grcater opportunity in the future as this pattern of workers 
end earners unfolds and you are able, through group in- 
castry activity, to create an image for your product that 





P. C Irwin, Jr. elected 
Tea Association president 

P. C. Irwin, ]r., of Irwin-Harrisons-W bitney, Inc., New 
York City, was elected president of the Tea Association 
of the U.S.A., Inc., at the 13th annual convention, held 
at Whiteface Inn, on Lake Placid, N. Y. 

Mr. Irwin succeeds Edward C. Parker, of the Tetley 
Tea Co., Inc. 

Also elected were Phillip 1. Eisenmenger, of Standard 
Brands Inc., as vice president, and Joseph F. Diziki, of 
the Carter, Macy Co., Inc., as treasurer. 

New directors include W. G. Barker, Thomas ]. Lip- 
ton, Inc.; A. W. Dimes, Tetley Tea Co., Inc., and W. H. 
Hall, McCormick & Co., Inc. Re-elected to the board 
were Mr. Irwin and H. W. Chapman, Dannemiller 
Coffee Co. 

Full details on the convention, in pictures and words, 
will appear in the next issue of COFFEE & TEA INDUs- 
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means comfort and pleasure, better living, greater joy out of 
life. It is that image that you need: it says to this growing 
mass market of America that tea belongs, not only on the 
consumer pantry shelf, but on the consumer fad/e, as part 
of the gracious living of tomorrow. 

White collar workers have practically doubled since 1910, 
and skilled workers have increased more than 50%. These 
people, by and large, are the mass markets of today. They 
have long ago displaced the class markets of yesteryear 
in income, in buying power and in desire for a better, more 
gracious life. They are your potential customers. Twice 
as many of them, with three times as much money! 


Better all over 


Where are these people? Why, ALL OVER! The real 
disposable per capita purchasing power of the people as a 
whole is almost twice as much as it was in 1929, pretty uni- 
formly throughout the land. But in the Southwest and the 
Southeast, the increase is nearer 300%. Where we used to 
think of poor markets, today they are fast disappearing. 

Have you got a product the people want? You can sell it 
anywhere. Have you got something the people think of as 
part of the better life? You can sell it to them, anywhere, 
any time. Have you got something that definitely spells 
pleasure, convenience, the good life? Then there is no limit 
to what you can sell. Some of your competitors have done 
it. Is there any reason why YOU can't? 

If I can bring you any message at all, it is that working 
together you can set virtually any goal you honestly want to 
reach, and then go out and reach it. 

Why, the people of America spend more for chewing 





gum than they do for tea! More for canned fruit juices, 
more for evaporated milk, more for spaghetti and macaroni 
products, more for vegetable shortening, more even for tuna 
fish than for tea! : 

Are they really buying tuna fish, vegetable shortening, 
spaghetti, canned fruit juices? No! They are buying picnics 
and quick tasty lunches, They are buying health. They are 
buying lucious pies and cakes. Your organization has come 
a long way in the past few years in creating just such an 
image for tea. Through the information amassed by your 
research department, it has mapped out a campaign of target- 
by-target approach, pinpointing your individual markets. 
Although you have received most of this information from 
the Tea Council, you may not have grouped it together in 
just this way. Let me show you how some of this market 
analysis is put to work to determine precisely who your tea 
drinkers are, where they are, what you can expect of them 
as markets for your products. 

Let me show you with three items how these markets 
differ. 

Which foods? 


Remember, overall each family each family in the United 
States averaged $1,203 for food last year. Government ex- 
perts tell us that each person will consume about 1,800 Ibs. 
of food. But those foods can be potatoes, beans and bread, 
or they can be tea biscuits, and gourmet foods, which in- 
dicate a. finer standard of living. 

Professionals are only 8% of the total working force, 
but they drink 13% of all the liquor, eat 9% of the meat 


(Continued on page 52) 





—— 








G0 



















————, = 


"I'm glad we sent the tea ahead by Java Pacific!" 
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tea production in Mozambique 








By JOAO MARIA BENTO, Junta de Comercio Externo 
Mozambique 


When you speak of tea production in Mozambique, you 
are really talking of the Zambezi district, with the region 
of Gurue as the main tea growing center. 

Tea cultivation in the Zambezi district was started, how- 
ever, at Milange, under the influence of good experiences 
in tea growing in neighboring Nyasaland. Later tea grow- 
ing spread to Gurue, which borders Milange, and it is at 
Gurue that this crop has reached its highest development. 

Initial progress at Gurue came in spite of severely ad- 
verse conditions. Yet the driving force of pioneering over- 
came serious privation and a shortage of capital. 

Still later, tea growing was tried in the Lugela region, 
with good results, and more recently in the Ile region, 
where it has proved successful. 

Apart from small scale experiments, we therefore have 
four tea zones in the Zambezi district—Milange, Gurue, 
Tacuane (Lugela) and Socone (Ile). 

Tea output in Gurue is by far the largest, more than the 
combined production of the other three areas. 

Here are some figures which give a more specific idea of 
the rapid development of tea growing and processing in 
Mozambique: 

In 1924/25, the area under tea was 200 hectares and pro- 
duction was 45 metric tons; in 1929/30, 320 hectares and 
88 tons; 1939/40, 2,683 hectares and 1,002 metric tons; 
1944/45, 5,015 hectares, 1,062 tons; 1947/48, 8,345 hec- 
tares, 1,632 tons; 1950/51, 10,503 hectares, 3,088 tons; 
1951/52, 10,988 hectares, 3,843 tons. 

In that 1950/51 agricultural year, Gurue had 7,356 of 
those hectares, and 20 planters; Milange 1,603 hectares and 
8 planters; Tacuane 795 hectares and 4 planters; Socone 
749 hectares and 5 planters. 

Production in Gurue reached 2,332,545 kilos that year; 
in Milange, 755,107 kilos. 

By 1951/52, Gurue had 7,731 hectares, 21 planters and 
turned out 2,666,213 kilos of tea; Milange—1,670 hectares, 
9 planters and 676,475 kilos; Tacuane 791 hectares, 4 
planters and 140,000 kilos and Socone 796 hectares and 5 
planters, 

Compare those totals with last year, when Gurue had 
8,685 hectares under tea, 20 planters, and a 4,171,509-kilo 
crop; Milange—1,715 hectares, 6 planters, 968,957 kilos; 
Tacuane—1,180 hectares, 4 planters, 325,521 kilos; Soconce 
—2,352 hectares, 5 planters, 414,999 kilos. 

Total tea production in the four regions in 1957 was 
5,986 kilos. 

For all Mozambique, the tea produced in 1957 reached 
5,881 tons. Set this figure against the output for the pre- 
ceding years, in tons: 1956, 6,592; 1954/55, 6,000; 
1953/54, 5,207; 1952/53, 3,072; and, as already indicated, 
1951/52, 3,843 tons; 1950/51, 3,088. 
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Plucking tea on a Mozambique plantation. 


The same progress is visible, of coursc, in tea exports: 
1927, 27 tons; 1951, 2,762; 1952, 2,771; 1953, 3,503; 
1954, 5,229; 1955, 5,500. 

Since 1927, this valuable agro-industrial activity has, 
through the export of tea and the stoppage of imports of 
foreign tea, contributed more than a quarter of a million 
“contos” to Mozambique’s economy. 

This activity has stood up under several crises, some of 
them very grave, indeed. In the past, it lacked capital, had 
inadequate organization and processing, and was at the 
mercy of fluctuations in the world’s tea markets. With 
the years, experience has been gained. New methods have 
improved the industry. The time of unavoidable risks and 
hesitations is happily over. 

The Gremio dos Plantadores de Cha do Distrito de 
Quelmane was recently brought into being. This is an or- 
ganization like other tea planters associations, and has united 
all the tea planters of Mozambique for a better understand- 
ing of their problems, difficulties and needs. 

The vast problems of class interests, availability of better 
and more abundant labor, betterment of the tea plantations, 
reduction in costs through more efficient operations, purchase 
of fertilizers and agricultural implements, establishment of 
new factories and transportation facilities, placing the 
product in the world markets, knowledge of preferences of 
market countries, etc., are now in the hands of that capable 
organization. It is always ready to serve just and legitimate 
requirements for the common interest, on which it is an 
adviser as well as a legal representative. 

Its objectives may be summed up as follows: 

The valuable work done in the so-called High Zambezi 
region, started by pioneers under very difficult conditions, 
is today considered a very important asset which has to 
be looked after in the interests of the country and its people. 

The areas under cultivation are enlarged every year. More 
plants grow and begin their productive phase. Their hand- 


(Continued on page 58) 
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Powdered instant tea 
making headway in West, 
survey on coupons reveals 


Use of instant powdered tea is making headway on the 
West Coast. 

This was revealed in a survey designed primarily to de- 
termine if tea buyers bought an instant powdered tea 
product for the first time as a result of receiving a mail 
coupon. 

The survey was recently completed by the Reuben H. 
Donnelley Corp., Chicago. 

A. M. Andersen, executive vice president of the com- 
pany, reported that the money-saving coupons were mailed 
to residents of a West Coast city after the product had been 
on the market for some time. Because the coupons carried 
the address to which they had been mailed, it was possible 
to follow up with a survey of householders who had turned 
in coupons at food stores. 

Between three and four months after the coupons had 
been mailed, Mr. Andersen said, questionnaires were sent 
to 2,774 householders who had redeemed coupons. Of 
these, 31.2% returned the questionnaire. 

Although the major purpose of the survey was to de- 
termine the percentage of housewives who bought the 
product for the first time as a result of receiving the coupon, 
this question was not asked directly. Instead, redeemers 
were asked when they had first tried this brand of powdered 
tea. 

A few housewives said that they had been buying the 
product for more than a year, but more than half, or 52.6%, 
said that they had purchased the instant tea for the first 








time within the past three months. Thus, it seemed likely 
that the great majority of these people bought the product 
as a result of receiving the coupon. 

In answering questions about what kinds of tea—loose tea, 
tea bags, etc.—they had used during the past month, many 
women indicated that more than one type had been on their 
pantry shelves during that period. Because the group 
questioned was made up of housewives who had redeemed a 
coupon for powdered instant tea, their answers were highly 
biased in favor of that form of tea. 

However, the responses indicated that although 67.0% 
had used powdered instant tea within the past 30 days, 
25.5% had also used loose package tea, 56.6%, tea bags, 
and 5.7%, liquid instant tea. 


Tea Council is winner in radio ad contest 


The Tea Council of the U.S.A., Inc., is the top winner 
of the third semi-annual awards for outstanding spot radio 
commercials. 

The most votes to the Tea Council for its soft-sell jingle 
treatment, according to John Blair & Co., New York City, 
which conducted the contest. 

The Blair awards are distributed on the basis of a national 
survey of 2,000 advertising and broadcast executives and 
1,000 consumers. 

The participants are asked to single out the most effec- 
tive spot radio commercials they have heard. 

This competition was started by the radio station repre- 
sentative firm to put the spotlight on radio advertising of 
unusual interest. 

The Tea Council's advertising agency is the Leo Burnett 
Co., Inc. 
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in Canada “the torque is about tea” 


New campaign aims to lift tea from “taken for granted” 
staples and give it an active, virile, exciting image 


The Tea Council of Canada has launched a new dramatic 
campaign based on motivation reseatch and advertising 
psychology. 

Introduced at the beginning of September and carrying on 
through the fall and winter months, the campaign projects 
a brand new product image for tea in Canada. It removes 
tea from the ciass of “taken for granted’ staples, found in 
every Canadian home. Instead, it features tea as the favorite 
“pick-me-up” of active, virile people, ranging from forest 
rangers and prospectors to racing car drivers, from deep sea 
fishermen to modern jazz musicians, 

“Tea has many attributes that are peculiar to it and to 
it alone,” says D. M. Langton, executive director of the 
Tea Council. Everyone knows it fits right into the picture 
at family meals and quiet gatherings. However, it is sur- 
prising how few people know that it is equally part of the 
picture in the big tin mug of the prospector, forest ranger, 
deep sea fisherman or racing driver.” 

To achieve maximum impact in developing the new 
concept of tea and tea drinkers, television stations are 
carrying tea commercials. 

In addition, French and English national weekend roto- 
gravure papers and French and English editions of the 
Reader's Digest are featuring pictures and factual stories in 
an editorialized style which will attract the attention of 
millions of readers. 

One of the editorial-style ads, which has a hard, clean, 
modern look, carries the head, “The Torque is About Tea,” 
and the subhead, “Sports car drivers brace up on hot tea.” 

One of the pictures shows a racing driver in helmet and 
other gear, at the wheel of his car, drinking tea. The 
caption: "Paul Sullivan attributes his racing successes to 
steady nerves, a trusty A. C. Bristol, and an attentive wife 
who is always on hand with a mug of good, hot tea!”’ 

Another picture shows Paul Sullivan, mug of tea in hand, 
hovering over the engine with two mechanics. “Last minute 
check-up,” the caption reads. ‘A tense moment. But Paul, 
like other drivers, realaxes with a satisfying mug of tea.” 

"The copy itself carries this theme: 

“Few sports can beat car racing for thrills and excitement ; 
and probably no man knows this better than Paul J. Sullivan. 
Paul is secretary of the Canadian Racing Drivers’ Associ- 
ation, a five-times trophy winner . . . and a staunch advo- 
cate of tea! 

"Tea keeps you bright and alert—ready to cope with any 
tough or dangerous situation.’ Says Paul: “I drink a mug 
of hot tea before each race, and you'll see many drivers do 
the same. It’s the most satisfying drink a man can have.” 

A variety of free sales aids in full color to tie-in with the 
heavy advertising campaign are available to restaurants and 
grocery stores from the Tea Council of Canada. 

The Tea Council anticipates that the present campaign 
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drivers do the same. It's the most 
satisfying drink a man can have!’ 


Paul competes in about three 
meets a month —a rough schedule 
for any man. And there are some 
350 other drivers across Canada 
who share his enthusiasm for this 
exiting sport. 


TEA COUNCHL OF CANADA 


Prot Sopre sets we eng soem 2 ot, Ss EP 
THE TORQUE IS ABOUT TEA 
Sports car drivers brace up on hot tea 


Sears SSR 


One of the editoriai-style newspaper ads (much reduced in size 
here) in the new campaign by the Tea Council of Canada. TV is 
also used. 


will do much to develop a new awareness for tea among 
Canadians, and will create a virile, exciting picture of tea 
in the minds of young moderns. 

April 13th-18th, 1959, has been set aside for the next 
“Tea for Canada Week.” This event, recognized in Canada 
as the biggest national grocery promotion, is being scheduled 
for the fifth consecutive year. 


Mother Parker's Tea & Coffee 
promotes top executives 


Paul Higgins, president and general manager of Mother 
Parker’s Tea & Coffee, Ltd., recently announced promotions 
of top executives. 

Roy R. Bain becomes executive vice president; Gordon F. 
Meades, vice president of sales and advertising; David G. 
Ledsham, assistant general manager; and Fred V. O'Farrell, 
general sales manager. 


Williams promoted by Lipton 

Robert A. Williams, superintendent of production at the 
Suffolk, Va., plant of Thomas J. Lipton, Inc., has been 
promoted to assistant manager of the company’s Galveston, 
Texas, plant. 


Iran offers three factories for sale 


Three tea processing plants in Iran are up for sale. Bids 
are being invited by the Plan Organization, Tehran. 
The plants are in Bibalan, Kamaleh and Shib-Kalayeh. 
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sauces, drink 7% of the coffee consumed. The craftsmen, 
those skilled workers, spend even more money for food 
than the professionals, they are twice as numerous as the 
professionals, drink fully 29% of all the liquor, 18% of 
the coffee, eat 21% of the meat sauces. To them, that's 
living! Remember that only a short generation ago they 
were, many of them, farm workers, and you see where 
they fit in the picture. 

Here is another thing: homes where the head of the 
family is either a high school or a college graduate are 


Pinpoint your target, and together go after it. You can 
double the sale of tea in America with a pinpointed target 
at which you shoot a concentrated industry barrage. You 
now sell about 107,000,000 Ibs. You can sell twice as much! 
Set your target and go after it! 


Now, why do you have to do this job together? Why 
can't one company or one country go it alone? I will give 
you six specific reasons why you NEED to do it as an in- 
dustry. How you do it, and how much you spend on it, is 
of course a matter for your organization and your leaders 
to determine. I can only tell you WHY. 

1. Because alone you cannot do it economically. 

2. Because alone you cannot do it psychologically; the 
consuming public would not accept the total message from 
any one of you individually, but they will accept it from 





all of you collectively. 

3. Because alone you cannot do it competitively; 25% 
of the spending of American consumers today is discretion- 
aty, and if truth were known, this would be nearer 50%. 
Your combined competition, therefore is $130 billions, or 
650 t'mes bigger than you are all together. 

4. Because alone you cannot possibly expect to pinpoint 
or reach the true potential, or do the research work necessary 
to establish your consumers, your dealers, the buying and 
selling influences, the best methods of reaching your mar- 
kets, or to accumulate and disseminate factual information 
on which to base your sales efforts. 

5. Because alone you cannot do an industrywide pro- 
motion; jointly you can advertise the industry, its product 
and its image; you can participate in trade exhibits; you 
can publicize TEA and TEA drinking, rather than individual 
brands; you can conduct industrywide studies, you can con- 
duct industrywide store promotions. 

6. Because jointly, and only jointly, can you undertake a 
meaningful education (public relations) job among schools 
(which always clamor for educational material), and among 
opinion leaders in the various communities, to gain con- 
summer acceptance for TEA. 

The very fact that you have a Tea Council is proof that 
you recognize the value of group action. Your leaders and 
your industry have given proof that you possess the necessary 
thinking and foresight. 

Put these elements together, back it up with sound invest- 
ment in the future, and you will not only hold your own 
in the inevitably expanding economy, but you can double 
this share and claim your rightful place in the happy 
America of tomorrow. 
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These are excerpts from the report by President C. I. 
Machia to the 65th annual general meeting of the United 
Planters Association of Southern India. The report was 
read by Vice President H. C. Kothari, since Mr. Machia 
had been injured in an automobile accident. 


Producers of tea in India are perturbed by the increase 
in competition they expect from other countries. 

A number of countries have now launched on tea pro- 
duction, either as a means to prevent the drain from the 
import of tea, or as a means to augment their export trade. 
In both cases, the impact of their action on the world 
tea trade cannot be overlooked. 

For instance, Iran has become an exporter of tea in 
spite of the fact that she has to buy tea from abroad for 
her internal consumption. In the Southern latitudes of 
Egypt, the United Arab Republic is also encouraging the 
cultivation of tea. Argentina has commenced offering tea 
on the London market. 

It is, however, the development in East Africa which is 
at present causing other producing countries most concern. 
The export of tea from East Africa exceeded 76,000,000 Ibs. 
last year, 51,000,000 Ibs. of which went to the London 
market. 

For over half a century, we have held the leadership in 
the world market. The threat from Africa and other new 
producing countries, like Argentina, and the possible re- 
turn of old exporters like China, should be considered a 
warning that if India refuses to consider the economics of 
its tea industry in terms of its competitiveness in the world 


“India disturbed by competition of new producers”: Machia 





“Reduction of taxation is only way to keep markets”: Russell 








market, it will directly provide an incentive to foreign pro- 
ducers to expand their industry. I suggest that the govern- 
ment and the industry jointly make an effort to miderstand 
this very serious problem and to meet the challenge. 

Worid tea statistics, as in the case of coffee, should cause 
considerable disquiet to those interested in the future of 
the plantation industry. In adversity, the main producing 
countries arrived at an agreement the terms of which pro- 
vided a sound basis for cooperative action in the broader in- 
terests of the tea industry. This International Tea Agree- 
ment lasted till March, 1955, and the government-to-gov- 
ernment negotiations carried on since then for a new agree- 
ment have not, unfortunately, borne fruit. 

Fully considering the problem that the tea industry faces, 
I have every confidence that producers of these various 
countries are in a better position to mold a workable agree- 
ment which, as on the last occasion, the governments of the 
producing countries should find it possible to endorse and 
ratify. 

The threat of over-production and its consequences in the 
past two years has been overcome from time to time by a 
series of fortuitous developments, but this year it is clear 
that actual production is moving along at a rate which 
is bound to result in a surplus of unmanageable proportions. 
India and Ceylon, along with Indonesia and East Africa, 
have a big stake in the tea trade of the world. 

I am inclined to agree with my colleague in Northern 
India that the producers should now attempt to seek a mu- 
tually satisfactory solution in an effort to restore one of the 
most useful agreements on commodities, namely the Inter- 
national Tea Agreement. 





These are excerpts from the report by L. W. Russell, 
chairman of the Association of Planters of the State of 
Madras, to the fifth annual meeting of that organization. 


We have maintained a very creditable yield from our 
properties, and also standards of quality of our products, 
and it is not our fault that the industry, especially the tea 
section, has been faced with adverse markets and conse- 
quently diminishing returns. 

It is most irritating, therefore, to see frequent references 
in the press to the need for us to improve our yields and 
standards of production, from which, it would appear, some 
speakers imagine more money, and consequently more taxes, 
will automatically flow. 

Our hopes were raised considerably when the central 
government took a sympathetic interest in our representa- 
tions on the urgent need for tax relief, and I speak now 
from the All-India aspect. It was with disappointment that 
we learned that the interim relief was to be only 3 np. per 
Ib. It is our hope that government will, in the near future, 
finally review this subject and afford us effective relief. 
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I emphasize “in the near future’ because, as is very evi- 
dent, our teas are rapidly losing ground in the world’s mar- 
kets, and if we are to maintain our present standards of 
wages, amenities and social services, the only way in which 
we can compete with other producing countries is by a re- 
duction of internal taxation. 

We have not had a good year, especially as regards tea. 
Climatic conditions and certain international occurrences 
were in our favor, but the competition of the younger tea 
producing countries, unhampered as they are by taxation, 
high wages and the cost of social security measures, together 
with the fact that world demand has been almost met by 
world supply, has effectually prevented us from obtaining 
a fair reward from our labor and investments. 

There is nothing wrong with our estates. Our yield records 
over the past ten years prove that. There is nothing wrong 
with the quality of our products, although naturally we are 
continually striving for improvements. There is something 
wrong when we are expected to compete in the world’s 
(Continued on page 58) 
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1957 1957 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 


Figures cover teas examined and passed, do not include rejections. 








Feb. March April 
1958 1958 1958 
3,175 2,742 3,915 
3,043 3,445 2,714 
309 344 311 
257 510 358 
1,070 1,178 1,547 
96 58 21 
447-598 299 


Dec. Jan. 
1957 1958 
3,023 3,037 
2,528 4,152 
365 510 
273-308 
1,518 1,510 
198 249 
128 =-:116 


May June July Aug. 
1958 1958 1958 1958 
2,678 2,148 3,989 
2,271 1,935 1,188 
362 651 607 
526 561 380 
1,664 1,793 787 
29 #15 61 
411 340 241 
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1,836 
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9,980 8,479 


Based on reports from U. S. Tea Examiner. 
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Method patented for making solid tea, 


or tea tablets, soluble in cold water 

Readily soluble in cold water, a solid tea may be prepared 
by a patented process that insures recovery of all the es- 
sence originally extracted with hot water, according to the 
September, 1958, issue of Food Engineering. 

This is accomplished by addition of an alkaline sulphite 
to the water with which the tea is originally brewed. For 
example: 14 lb. of orange pekoe tea leaves was treated in 
an ordinary coffee percolator with 56 liquid ounces of boil- 
ing water for 15 minutes, yielding 30 ounces of hot clear 
essence. 

To this was added 4g. anhydrous NaHSO,, followed by 
boiling until volume was reduced to 15 ounces. Final evap- 
oration to dryness was completed under 20 in. of vacuum. 

As an alternative the solution may be spray dried. 

The product may then be formed into tablets, with or 
without sugar. 

The process is covered by U. S. Patent 2,831,772, Apr. 
22, 1958. 


Schnering named assistant 
to president of McCormick 


Philip B. Schnering, executive vice president of the Curtiss 
Candy Co., Chicago, has been named assistant to President 
John N. Curlett of McCormick & Co., Inc., Baltimore, 
World's largest spice and extract house. 

“As has been our policy in the past, we seldom bring 
in outside executives at McCormick unless they are highly 
specialized,” Mr. Curlett said. 

“However, it is necessary from time to time to bring new 
viewpoints into the business from the outside,” Mr, Curlett 
continued, adding that “we welcome a young man with 
such broad experience as Mr. Schnering possesses and with 
the temperament that befits our firm.” 

Charles P. McCormick, chairman of the board, said Mr. 
Schnering’s appointment ties in with “the anticipated ex- 
pansion of McCormick & Co., which will require extra 
manpower in the general administrative area.” 
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world pepper production 


This summary of black and white pepper is from a re- 
port by the Foreign Agricultural Service of the U.S. Depart- 
ment of Agriculture, Washington 25, D. C. For the full 
report, write USDA for Tropical Products Circular FTEA 
2-58. 


World production of pepper during 1957 is estimated at 
162,600,000 Ibs., a 14% decrease from the 1956 level of 
188,200,000 Ibs. Production during 1957 declined 24% in 
Indonesia and 30% in Sarawak from the high 1956 levels. 
India was the only large producer to maintain its past year's 
production. Brazilian production, although relatively small 
and new, continued to improve. 

U. S. imports during 1957 were 34,900,000 Ibs., down 
12% from 39,600,000 Ibs. in 1956. Prices for pepper con- 
tinued to decline during 1957. 

World production of pepper during 1958 is forecast at 
163,500,000 Ibs. This would be about 1,000,000 Ibs. above 
the 1956 level of 162,600,000 Ibs., but the increase is less 
than expected, primarily because of low prices. 

Indonesian exportable production during 1958 is fore- 
cast at 43,000,000 Ibs. This would be almost 3,000,000 Ibs. 
greater than in 1956, but almost 10,000,000 Ibs. less than 
1956 production of 52,800,000 Ibs. 

Normally 1958 should be the “on year” for pepper in 
Indonesia, but with low prices and internal troubles, only 
a conservative increase is expected. However, the 1958 
crop should be largely from plantings made in 1951, and 
since the yield from seven year-old pepper plants is of 
maximum quality and quantity, it is expected that the 1958 
crop will be of high quality. 

Sarawak’s 1958 production is forecast at 27,000,000 Ibs. 
This would be 14% less than 1957 production of 31,300,- 
000 Ibs. and 40% less than 1956 production of 45,200,000 
Ibs. 

With prices remaining low, indications are that more and 
more pepper gardens are being neglected, and efforts are 
being shifted to crops offering higher return. 

Indian production during 1958 is forecast at 73,000,000 
lbs. With continued purchases by the Soviet Union and 
Soviet Bloc countries, and total output from Indonesia and 
Sarawak reduced, pepper may be more attractive to the In- 
dian growers. Also, India consumes much of its pepper, and 
with continued low prices its consumption could be in- 


creased. 
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Production in other areas of the world is expected to re- 
main relatively stable, since most of the pepper in these 
areas is produced primarily for domestic consumption. 

During 1957, India, Indonesia and Sarawak continued to 
be the world’s chief pepper suppliers. They produced 88% 
of the estimated world output. 

Indian production of pepper during 1957 is estimated to 
have been 71,700,000 Ibs., about the same as in 1956. Pro- 
duction in South Malabar was hurt by excessive rains during 
the growing season, but this was offset by a good crop in 
North Malabar. The quality of pepper produced during 
1957 is reported to have been very good. 

The Cashew and Pepper Export Promotion Council an- 
nounced during January, 1958, that 2,700,000 Ibs. of pepper 
had been sold to the Soviet Union for immediate shipment. 
The bulk purchase was welcomed by the Indian trade in 
view of the slump in the pepper market. 

Russian purchases of Indian pepper have increased each 
year since 1954, when 3,600,000 lbs. were exported. The 
Russians purchased 4,400,000 Ibs. in 1955; 4,500,000 Ibs. 
in 1956 and 10.900,000 Ibs. in 1957. 

The Indian Council of Agricultural Research has an- 
nounced a comprehensive pepper development project to in- 
crease production. The Kerala State government plans to 


Old Bar-Q Bar-B-Que 
Spice and Chuck 
Wagon Style Pepper, 
introduced by the 
Jas. H. Forbes Tea 
& Coffee Corp. for 
institutional and retail 
use, hold 12!/2 ounces 
of spice and 8 ounces 
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ethylene sifters. Die- 
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spend aboui $20,000 during the second Five-Year Plan on 
similar pepper development projects. 

Domestic consumption of pepper is expected to increase 
in India, aided by current lower prices. 

Under the Five-Year Plan, the target for production by 
1960-61 has been set at 80,600,000 Ibs. 

Indonesian exportable production during 1957 is esti- 
mated at 40,100,000 Ibs., a decrease of 24% from the 1956 
crop of 52,800,,000 lbs. This decrease is attributed to the 
cyclical nature of the black pepper crop, and the fast that 
1957 was the “off year” for production. Low prices and 
political instability were also contributing factors. 

During 1957, it is estimated that 20,900,000 Ibs. of black 
pepper and 19,200,000 Ibs. of white pepper were pro- 
duced, This compares with 29,100,000 Ibs. and 23,700,000 
lbs., respectively, during 1956. 

The bulk of Indonesian pepper is produced in Sumatra, 
Bangka and Belitung. 

White pepper 


The soil on the smaller islands of Bangka and Belitung, 
which produce almost all the white pepper, is poor, and agri- 
cultural production is limited mainly to pepper and rubber. 
As the islands must import a large part of their food needs 
from other parts of Indonesia, the farmers depend on cash 
earned from pepper to buy much of their food and clothing. 
Thus, in spite of low prices and heavy losses from diseases, 
they keep producing. 

Producers in this area, having fewer alternatives, are 
willing to expend the additional family labor required to 
produce white from black pepper. 

In South Sumatra, which has better soil, farmers are not 
so dependent on income from pepper, and during periods of 
low prevailing prices the quantity produced can be expected 
to decline. 

Unregistered shipments of pepper from Indonesia to 
Singapore continued during 1957, with approximately 8,000- 
000 Ibs. being shipped. With the unstable conditions in 
Indonesia, it would seem that this practice will continue. 

Exportable production of pepper from Sarawak during 
1957 amounted to about 31,300,000 Ibs. This was a de- 
crease of 13,900,000 Ibs. from the 45,200,000 Ibs in 1956. 

The decline in production may be accounted for by (1) 
the drop in pepper prices, which makes other types of 
farming more profitable; (2) floods which occurred dur- 
ing 1956; (3) diseases which have not been kept under 
control because of low prices. 

The price drop is believed to be chiefly responsible for 
the decline in pepper production in Indonesia. It has caused 
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farmers to neglect maintenance, cultivation and care of their 
gardens. 

Farmers say they cannot pay high prices for fertilizer to 
increase production with pepper prices at their present level. 

Floods during 1956 did considerable damage to existing 
gardens, most of which have not been rehabilitated. How- 
ever, it is felt that if prices increased sufficiently, most of 
these gardens could be restored to full production. 

The Sarawak Department of Agriculture is not encourag- 
ing increased pepper production, but is placing emphasis 
on other crops. 

Malayan production of pepper, if any, is believed to be 
small. However, the port of Singapore continued to be the 
chief pepper marketing center in Asia. 

Trade sources in Singapore indicated that 1957 year-end 
carry-over of pepper was about 15,600,000 Ibs. This is sub- 
stantially above what they consider a normal 6,700,000 Ib. 
carryover. This carryover was accounted for primarily by 
the year-end arrival of about 9,000,000 Ib.s from Indonesia. 

Production of pepper in Ceylon increased slightly during 
1957, from 11,500,000 Ibs. in 1956 to 11,800,000 Ibs. Most 
of the pepper is consumed locally. 

The production of pepper in Indochina, the main source 
of French supply before the war, is localized in Cambodia 
and southern Vietnam. The pepper plantations reportedly 
are almost entirely operated by Chinese farmers. Most of 
the output is black pepper. 

Cambodia is the most important source of pepper in 
Indochina, and prior to the war supplied about 90% of the 
pepper exports and Vietnam the remainder. 

Formerly some of the Cambodian pepper was exported to 
Saigon, but when the Vietnamese government placed a 
compensatory tax on exports, the shipments stopped and 
Cambodia has since exported direct from Phnom Penh. 

During 1956, it is estimated, about 5,000,000 Ibs. were 
produced, and with low prices, no increases occurred during 
1957. 

Africa’s output 


Africa does not produce much pepper. Nearly all comes 
from Madagascar, where it is primarily a smallholders’ crop. 
When prices are attractive, farmers tend the vines and har- 
vest the crop. The producing area is along the northwest 
coast, particularly on the small island of Nossi-Bé. 

Production is estimated at 1,500,000 Ibs., compared with 
1,600,000 in 1956. 

Production in the British Southern Cameroon and the 
Belgian Congo is believed to be negligible. 

In recent years, progress has been made toward establish- 
ing a pepper industry in the Western Hemisphere. So far, 
the only real success has been in Brazil. 
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Continental reports speedier way to manufacture cans 





Recently developed equipment to produce metal cans at 
speeds of more than 750 a minute, 50% faster than pre- 
vious production lines, has been successfully tested in com- 
mercial operation by the Continental Can Co., General 
Lucius D. Clay, chairman of the board, has announced. 

The new “two-high” can line uses a technique of making 
can bodies in tandem and then separating them, along pre- 
scored lines, into individual units. General Clay said the 
line was developed in 1956 at Continental's Metal Research 
and Development Center in Chicago, and has now been in 
commercial operation for a year. 

“We have delayed this announcement until now because 
we wanted to be fully satisfied that the new method is 
commercially feasible and will enable us to make economies 
in can manufacturing,” he explained. “The first com- 
mercial line has now proved fully effective, and additional 
lines ate nearing completion.” 

The conventional method of making can bodies, General 
Clay said, is to form cylinders by wrapping individual 
“blanks” of steel around a horn or mandrel. The opposing 
ends of the blanks, bent at an angle of nearly 180 degrees, 
are interlocked, and the seam thus formed is then soldered. 


Normally this operation is conducted in a continuous 
flow at speeds of 425 to 550 can bodies a minute on a high- 
speed line. One can end is then attached to the body, and 
the cans are tested for leaks by air pressure, at the same 
speed, with defective cans automatically rejected by the 
tester. The other end of the can is applied at the canner's 
plant after the can is filled. 

General Clay explained that the new Continental method 
involves the use of double-sized blanks which are scored 
before they are formed into cylinders by means of a scoring 
device set to make a partial cut. After the tandem cylinders 
have been formed and the seam has been soldered, the 
double bodies are separated along the score line. 

Continental has also for several years been exploring the 
possibility that can bodies can be made in multiples greater 
than two at even higher speeds. 

Although the cans which have been made for the past 
year on the prototype line have been of the type used for 
processed food products, the new technique is adaptable to 
the manufacture of cans of other sizes and types. 

General Clay said the principal economy made possible by 
the new development would lie in the increase of production 
per man hour. 


Milwaukee wholesaler switches to cans for Silver Buckle Coffee 





The trend toward greater use of metal cans for coffee has 
gained added impetus in Wisconsin, according to the 
American Can Co. 

The Godfrey Co., Milwaukee, a wholesale supplier, has 
introduced its Silver Buckle brand of coffee packed in one- 
pound key-open vacuum cans supplied by the American 
Can Co. 

The distinctive lithographed custom label, created by 
Canco's engraving department, is a modernized red and 
silver design that gives the package outstanding shelf appeal 
when placed in competition with national brands, the whole- 
saler said. 

“Following the trend to cans for coffee, we have chosen 
the metal container, and our bagged product is being dis- 
continued,”’ the distributor said. “Other containers were 
avoided due to the cost and inconvenience that the extra 
weight incurs.” 

The Godfrey Co., wholesale supplier to IGA and Sentry 
Stores, plans to add nine new supermarkets to its Sentry 
chain of 21 outlets. Seven of these will be in the Milwaukee 
area. 

Silver Buckle Coffee retails at about 2¢ to 3¢ below other 
brands, the Godfrey Co. said. 
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The new can for Silver Buckle Coffee adopted by the Godfrey Co., 
Milwaukee, to replace its bagged product. The design is in a 
modernized red and silver. Godfrey is a wholesale supplier. 
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Chock Full O’Nuts Coffee expanding 


The Chock Full O' Nuts Coffee Co., New York City, 
is expanding its distribution into the Washington, D. C., and 
Baltimore markets, it was announced by William Black, 
president. 

The Clagett & De Puey Co. has been appointed broker 
for both areas. 

Introduction of the coffee will be marked by an intensive 
advertising campaign in both markets. 

Chock Full O’ Nuts Coffee was introduced in New York 
City in October, 1953. 

The coffee is now distributed throughout New England 
and along the eastern seaboard. 


“reduction of taxation" 
(Continued from page 53) 





markets with teas that can be placed on the London auctions 
for Rs. 1/-per Ib. against our Rs. 1.83; Rs. 0.44 of which 
is accounted for by duties and cess. 

I wish I could strike an optimistic note regarding our 
prospects during the coming year. 1 anticipate, that most 
of us may manage to keep on the right side of the line, but 





with the good profits which are being made by our compe- 
titors in East Africa and elsewhere being ploughed back 
to open still bigger acteages, I can only see a future of 
steadily diminishing xeturns. 

I would ask government, both central and state to ponder 
the fact that the steadily increasing volume of tea being ex- 
ported by East Africa is sold in markets hitherto supplied by 
India. The remedy is in government's hands. I trust that 
it will be applied. 


tea in Mozambique 
(Continued from page 49) 





ling is considerably better, and plucking is done in a more 
careful way, bringing about an improvement in tea qual- 
ities, 

The good name of the Zambezi tea is beginning to be 
recognized by many nations. 

Zambezi tea is today a very firm and valuable asset, giving 
its proud contribution to the economy of Mozambique. It 
represents a tangible and striking proof of the presence of 
Portugal on the world scene, and the gratifying effect of 
its mission of civilization, which has always been its ob- 
jective. 




















Southern California 
By VICTOR CAIN 


# @ A fairly large group of coffee men 
from the Southern California area spent 
a weckend of fishing at the La Grulla 
Fish and Gun Club in La Grulla, Mexico. 
Their host for this occasion was Bill 
White, of the Huggins-Young Coffee Co., 
who has been a member of this club for 
many years. The party was sponsored 
by the Southern California Roasters As- 
sociation, 

Those attending included Bill White, 
Ted Lingle, Earl Lingle, George Smith, 
Lorrie Moseley, Jack Waters, Alan 
McKay, Bud Dominguez, Noel Latham, 
Perlis Martin, Leonard Koppel, Don 
Harvey, Walter Dunn and Vic Cain. 

The fishing was enjoyed by everyone, 
although the fish were not plentiful. It 
was a most pleasant weekend, one like it 
is anticipated in the near future. 
= 8 As of September 15th, a new 
brokerage firm in green coffee in the 
Los Angeles area was established under 
the name of the Dunn & Cain Co. 

Walter Dunn was formerly employed 
by Otis, McAllister & Co., and Vic Cain 
was with W. J. Morton, Inc. 

They have been appointed exclusive 
representatives in Southern California for 
Otis McAllister & Co., San Francisco, 


and also for the New York firm of Hard 
& Rand, Inc. 

@eH. O. Knecht traveled to San 
Francisco to attend a directors meeting 
of the Pacific Coast Coffee Association. 
@ @ Don Harvey, of Hard & Rand, Inc., 
Los Angeles was transferred to San 
Francisco to manage their office in that 
city. Don was delighted with this change, 
for it brings him back to his old stamping 
ground, where he first started in the 
green coffee business. Don expects to 
return to Los Angeles and drive his 
family back to San Francisco, where they 
will remain permanently. 

@ & Duane Smith, former assistant to 
George W. Smith in the coffee depart- 
ment of the Smart & Final Iris Co., has 
announced his association with the Ameri- 
can Transportation Co. He will solicit 
the Southern California area for freight 
business. 

= @ Bill Gloege formerly of Bunge 
Coffee, Inc., and now associated with the 
Carl Borchsenius Co., Inc., New York 
City, recently called on the coffee roasters 
to introduce Mr. Busse, who will be 


the agent for Borchsenius in Central 
America. 
= @ Earl Lingle, of the Lingle Bros. 


Coffee Co., flew to San Francisco to at- 
tend a directors meeting of the Pacific 


from the Canadian North Woods 


Coast Coffee Association. 

® & George Koppel, of Koppel Bros., 
certified weighmasters in Southern Cali- 
fornia, was hospitalized recently for a 
minor operation on his knee. It was the 
aftermath of an accident which occured 
during one of his ski jaunts. George ex- 
pects to be back in harness in the very 
near future. 

@eV. R. Van Natta, vice president of 
Monarch Finer Foods, Inc., Chicago, was 
in Los Angeles for a short stay to look 
over the local operation. 

s @ Two daily brewing demonstrations 
are scheduied to be presented by the 
Coffee Brewing Institute at the Southern 
California Restaurant Association Con- 
vention and Exposition, to be held in the 
Shrine Auditorium, Los Angeles, October 
20th-22nd. 

Sponsored by seven roasters in that 
area, the Institute’s part of the program 
will be presented every afternoon and 
evening by John J. Jurgens, field research 
director, and John Leach, Western field 
representative for the Coffee Brewing In- 
stitute. 

The sponsoring group includes: Ed- 
ward Apffel & Co.; Farmer Brothers, 
Inc.; Ingram-Baumgartner Co.; Break- 
fast Club Coffee, Inc.; Standard Brands 
Inc.; Huggins-Young Coffee Co.; and 
Lingle Brothers Coffee Co. 
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By MARK HALL 


@ @ In talking to some of the boys 
along coffee row, this remark was made 
by one of them: 

“You can’t do business with Brazil. 
The normal channels of free trade are 
out the window.” 

There were a number who felt that 
way, and there were others who had no 
particular complaint. It seems strange 
that there would be importers who find 
it hard to get coffee at a competitive 
price when that country is bulging over 
with surpluses. 

Without going into details of the causes 
for this situation, let this suggest the 
answer: Brazilian firms, favorably situ- 
ated in the leading export centers and 
seemingly on the “inside,” are exporting 
coffee to their agents in this country at 
prices which permit them to sell coffee 
readily. American firms, with offices in 
Brazil, can’t compete, and firms in this 
country which are not direct agents are 
having difficulties. To do business, these 
latter American importers turn to Afri- 
cans and Colombians to operate and stay 
in business. 

A month ago in some aspects the same 
situation prevailed, more or less. Some 
importers found it difficult to, or would 
not, enter into the consignment arrange- 
ments. It is likely that those importers 
who did not accept consigned coffee bent 
their efforts to seli coffee from countries 
other than Brazil. To many simple fel- 
lows who wear out the pavements around 
the corner of Front and California 
Streets, this is not understandable. There 
may be an answer, we hope. 

Roaster stocks are low, and the buying 
is from hand to mouth. Cargoes of coffee 
coming in from Brazil are light. For the 
months of January, this year, to August, 
inclusive, the total bags of coffee shipped 
to the Pacific Coast are off 125,637 bags. 
For Brazil, during the same period, ship- 
ments are 358,876 bags less. 


@ @ The Grace Line party has gone down 
in history as one of the best, but that is 
only because memory dims somewhat in 
looking back at its predecessor. The 


fact is that these parties at the Orinda 
Country Club—the golf, swimming, re- 
freshments and banquet, together with the 
warm hospitality of Grace Line hosts— 
have always been an outstanding event 
with coffee men. 

In golf, Harvey Brockhage won low 
net with a 56, Bill Kahler was second, 
Ray Mitchell third and John Roddy 
fourth. 

Low gross was won by Ced Sheerer 
with a 76, Walter Rupp came in second, 
Red Knudsen third, Irv Manning fourth, 
Ed Manning fifth, Pat Patinsen, sixth. 
All received prizes. 
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At the banquet there were no speeches, 
but Ernest Senn and D. N. Lillevand 
did extend their greetings to all the coffee 
men. Weidon Emigh thanked the Grace 
Line in behalf of PCCA and the mem- 
bers who were present. Bill Lynch, re- 
tired from W. R. Grace & Co., told one 
of his stories. 

Among the hosts for the party from 
both the Grace Line and the Johnson 
Line were Ernest Senn, D. N. Lillevand, 
Harry Thompson, Bill St. Amant, Owe 
Dalhgren, Fred Waterhouse, Mike Stor- 
mola, Harry Hunt, Frank Hardy and 
George McCord. 

It was rumored that Harry Thompson 
tried to shift TV from the fight, which 
the boys were enjoying, to the Shirley 
Temple show. It was a good thing he 
didn’t succeed. 

Bill Lynch had his troubles. He was 
scheduled to play golf with John Beards- 
ley, Andy Glover and Beb Quinlan. He 
was to leave his car in front of Andy’s 


house and ride with the other boys to 
the party. He overlooked one little thing 
however. He left his golf sticks in his 
car. That was no help to him when he 
was ready to play, and Bill loves his gelf. 
# # Ed Spillane had his friends worried 
for a while. He had been ordered to the 
hospital and the doctors had to do a little 
exploring before they determined the 
source of his trouble. Now, minus a few 
spare parts, he is moving about tea circles 
as spry as ever. 

@ @ Leonard Rasmussen has been elected 
executive vice president of the McClin- 
tock-Stern Co., Inc., spice importers and 
grinders. 

® 8 Ed Manning has achieved the dis- 
tinction of being interviewed by column- 
ist Marjorie Trumbull, who writes for 
the Chronicle under the heading of “Ex- 
clusively Yours.” Marjorie said that after 
drinking her way through eight European 
countries on what was possibly some of 
the worst coffee in the world, it was 
wonderful to be back home, where one 
could get a good cup of coffee—Man- 
ning’s, of course. 

@ ® Olin Howell has moved his office to 
149 California St. He operates under 
the name of the Olin Howell Co., Inc., 
as a broker and agent. 

@ ® Larry Moore, vice president and 
sales manager for Folger’s, celebrating 
his 25th year with the company, received 
a pin and gold watch. 

“I was never so happy to get a job in 
my life,” he said,” “as when I landed the 
one with Folger’s in Los Angeles as the 
depression hit.” 

Young men who entered the coffee 

business in the last 20 years will not 
understand what he meant. Ask an old- 
timer. 
@ ® Manning's, Inc., recently celebrated 
its 50th anniversary. The company man- 
ufacturers Mannings Coffee and also 
operates restaurants and bakeries in 14 
cities. It does an annual business of 
more than $20,000,000. It was founded 
in Seattle in 1908 by William W. and 
Edward Manning. The brothers origin- 
ally operated a small coffee stall. 

D. Rae Te Roller is president of the 
company. He has been with the firm 44 
years. Ed Mannig, Jr., is vice president 
and general manager, and Bob Manning 
is assistant general manager. 

@e@tL. D. Monro, now living in Mill- 
(Continued on page 63) 
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= ® The fall meeting of the New York 
City Green Coffee Association, held at 
the Shawnee Inn, Shawnee, Pa., was 
stunned by the death of Fred C. Byers, 
president of the organization. 

Only a few hours before, Mr. Byers 
had presided at the association’s 35th 
anniversary meeting. 

About 200 members of the association, 
with their wives, were present for the 
Shawnee meeting, which had become 
much more than the weekend outing ori- 
ginally projected. 

At the business meeting, John F. Mc- 
Kiernan, president of the National Coffee 
Association said that if a world coffee 
agreement must interfere at all with free 
trade, the pact should entail only its tem- 
porary suspension and never its abandon- 
ment. 

He said that some method of stabili- 
zation must be implemented if the world 
coffee trade is to operate on an orderly 
basis. 

Mr. McKiernan reviewed the proceed- 
ings of the 21-nation International Coffee 
Study Group, which had been meeting 
in Washington, D. C., to work out an 
agreement. Two weeks later, the 15- 
nation Latin American pact on coffee ex- 
port quotas was announced, and France 
and Portugal indicated voluntary limits 
on exports from their African territories. 

A. J. Pasch, chairman of the Latin 
American Freight Conferences, assur- 
ed the Shawnee meetings that “the 
contracts which are in effect between 
your industry and ours, as they have been 
successfully operative for many years, are 
perfectly legal.” 

Mr. Pasch reviewed the history of the 
dual rate system. He outlined recent 
legislation which provides that any con- 
tract system which was in effect on May 
19th, 1958, and was adopted pursuant to 
a Conference agreement approved by the 
Federal Maritime Board, is legal until 
June 30th, 1960. 

He said the so-called interim legis- 
lation was adopted in order to maintain 
the status quo for a period of two years. 
During this time, Congress will undertake 
a more extensive study of shipping con- 
ferences. 

NCA’s color movie, “The Magic Cup,” 
was shown at the Shawnee meeting. 


Weather during the weekend event was 
perfect—clear and mild. 

Golfing led, as usual, in sports activity 
among the coffee men. Tennis players 
enjoyed good play on the Shawnee Inn’s 
fine courts. 

The weather was mild enough for 
many of the coffee people to take ad- 
vantage of the Inn’s new swimming pool. 

Sentiment was clearly in favor of hold- 
ing another weekend meeting next year. 
@ @ Fred Byers was 54 when he was 
stricken at the Shawnee meeting of the 
New York Green Coffee Assoication. 

A few days before, he had been elected 
to a fourth term as president of the 
organization. 

Mr. Byers managed the Edgewater, 
N. J., plant of Hills Brothers Coffee, Inc. 
Before that he was a buyer and tester 
for the company at the San Francisco 
headquarters. 

He went to Hills Brothers in 1927, 
after graduating from the University of 
California. 

Active in industry affairs, Mr. Byers 
was a member of the National Coffee As- 
sociation’s Advisory Committee and chair- 
man of its Public Relations Advisory 
Committee. He was formerly chairman 
of NCA’s Traffic Committee. 

Surviving are his widow, Mrs. Editha 
Byers, and three children, Mark, Jane and 
John. 
= @ At a special membership meeting, 
the New York City Green Coffee As- 
sociation elected J. M. Clark president. 
He had been vice president. 

H. F. Baerwald was elected vice presi- 
dent. 

Mr. Clark is with Anderson, Clayton 
& Co., Mr. Baerwald with the H. F. B. 
Corp. 

The board of directors named Carl 
Borchsenius and J. Elliott Burt directors 
to fill vacancies until the next annual 
meeting. 

Mr. Borchsenius is with the Carl 
Borchsenius Co., Inc., Mr. Burt with 
Reamer, Turner & Co. 

@ @ The New York Coffee Roasters As- 
sociation likes shipboard meetings. The 
first fall session was held last month 
aboard the Holland Interamerica Line’s 
SS Westerdam. 

@ @ David L. Pollock, for 35 years a 








key figure on the staff of the New York 
Coffee & Sugar Exchange, died early 
this month. He was 50. 

Born in New York City, Mr. Pollock 
was educated here and in Canada, where 
his family moved when he was a boy. 

He joined the staff of the Exchange on 

February 13th, 1923. At the time of 
his death, he served in two capacities— 
head statistician and supervisor of trad- 
ing floor personnel. 
@ @ His many friends in the trade are 
wishing G. M. Hart, of the Eppens, 
Smith Co., Inc., the best of luck in his 
retirement. 

Mr. Hart stepped out of harness on 
September 30th. He had been with 
Eppens, Smith since 1935. Before that 
he was with the George F, Wiemann Co., 
except for two years during World War 
I. Those years he was in the 27th Di- 
vision. 

Mr, Hart plans to revive some of his 
former hobbies—fishing and golf, and to 
do some iraveling. 

@ 8 In New York to discuss with mem- 
bers of the trade upgrading Sierra 
Leone's coffee exports were M. S. Mus- 
tapha, finance minister, and Dr. D. F. 
Pearl, deputy finance minister. 

@ @ The SS Brasil, Moore-McCormack 
Lines’ new $26,000,000 luxury liner, re- 
ceived a full-scale sea queen’s welcome in 
the Port of New York when she arrived 
after a voyage from Pascagoula, Miss., 
where she was built. 

She is the largest cruise ship ever con- 
structed for South American service. 

Aboard the Brasil when she docked 
here were Emmet J. McCormack, board 
chairman and founder of the company, 
and Admiral Robert C. Lee, vice chair- 
man in charge of the line’s $400,000,000 
new ships program. 

The new Brasil replaces the old Brazil, 
retired from service earlier this year. 

On December 12th the Brasil’s sister 
ship, the new SS Argentina, will go into 
service. Mooremack cruises to South 
America will then be on a fortnightly 
basis. 
® ® Hellenic Lines, Ltd., has announced 
that all vessels from the India, Ceylon 
and Red Sea areas will now discharge 
their cargoes at Pier 44, Brooklyn. This 
is a shift in operations from Port New- 
ark, 

J. E. Batson, inward traffic manager, 
eastern area, indicated that the switch 
to Brooklyn was made to assist the trade 
from the point of view of deliveries. 
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By W. MC KENNON 


® ® Recent visitors here included Oscar 
Collado, chief of the National Bank of 
Costa Rica; Higino Barbosa Lima, as- 
sistant to the director of the department 
of agriculture, Brazil; Jorge Naranjo, 
head of the technical department of the 
National Development Bank, Ecuador; 
and Joaquin Pombo, director of the Ag- 
riculture Bank, Colombia. They are mak- 
ing a 11-week study tour of the United 
States. While here, they discussed the 
fall of the price of coffee and its effect 
on Latin America. 

@ @ Laz Aron, owner of the Commercial 
Import Co., New Orleans, sailed with 
Mrs. Aron on the Nieuw Amsterdam 
from New York for Europe. They will 
tour the Continent for the next two 
months, for both business and pleasure. 
® @ Congressional action has been in- 
itiated on a bill which would return $36,- 
180 to S. Jackson & Son., Inc. as 
overpayment in import duties on a ship- 
ment. 

@ s Clay L. Shaw, managing director of 
the International Trade Mart, spoke at 
a meeting of the Export Managers Club 
on “Ten Years of Achievement” of the 
Trade Mart. 

® @ Leo Rosshandler, manager of Ex- 
portadores de Cafe de Jalapa, S. A., Jal- 
apa, Mexico, spent several days in New 
Orleans. He was on vacation, and en 
route to St. Louis, Missouri and New 
York City. 

= @ A new service has been inaugurated 
between New Orleans and India with the 
sailing of the Jaladhan, cargo-passenger 
of the Scindia Stem Navigation Co., 
Bombay. Biehl and Co., New Orleans 
agent for the line, said the ship departed 
from the Mandeville Street wharf. 

The Indian company will have five sister 
ships, in the D class, sailing on a monthly 
schedule. A presailing inspection of the 
ship was made by H. M. Desai, manager 
of the Scindia Steam Navigation Co., 
who flew to New Orleans from Bombay 
for the inaugural sailing. 

@ @ jack W. Schimelpfenig was a 
business visitor in New Orleans, en route 
to Brazil where he now represents An- 
derson Clayton & Co. 

@ @ Richard and George Dodge, Jr., 
sons of George Dodge, vice president of 
the American Coffee Co., have returned 
from a vacation in Europe. 

@ s There's cxcitement in the local cof- 
fee trade with the beginning of the 


New Orleans Green Coffee Association 
Bowling League tournament. Albert 
Breaux has been chosen public relations 
representative, with Robert Deas, of 
Volkart Bros., Inc., as president, and 
Jerry Toca, of S. Jackson & Son, secre- 
tary-treasurer. The beginning teams and 
their captains are: 

J. Aron & Co., Inc., No. 1: Capiain, 
P. G. Condon, Bob Muller, Bill Madary, 
Dick Velleman and J. T, McNamara. 

J. Aron & Co., Inc., No. 2: Captain, 
D. J. Esposito, R. G. Gilos, F. E. Hargis, 
W. A. Guilmino, Rodney Jones, Bill 
Robinson and Jack Taylor. 

H. L. C. Bendiks, Inc.: Captain, Albert 
Breaux, Bob Williams, Bob Deas, Byron 
Fowlkes, Bickford Graf, Russell Hatficld 
and Murray Squires. 

Biehl & Co.; Captain, L. Seeger, W. 
Malouse, J. Steiger, A. Borey, R. Logan, 
M. Beck and C. Kellow. 

Delta Line: Captain, Edward Bent, 
L. E. Dittmer, Ray Nebel, Bob Nolan, 
E, Porche and W. E. Walker. 

Dupuy Storage and Forwarding Corp. : 
Captain Allan Colley, Ed Anderson, 
Trion Harris, Floyd Keen, Glendy Mun- 
son, Karl West and Joe M. Nielsen. 

Leon Israel & Bros. Inc.: Captain, 
Rodney Abele, R. Barrera, Lou Strat- 
mann, Al Andrieu, Peter Bertucci, Lionel 
Campbell and Reid Sonnleitner. 

S. Jackson & Son; Captain, Harrell 
Lemonier, Jerry Toca, Raymond Hickey, 
Tom Buckley, A. J. Forstall, Red Mor- 
gan and Carrol Stephens. 

Kentucky Warehouse: Captain, F. 
Goebel, S. A. Lewis, Sr., Joe Bennett, 
W. Bennet, J. Demarest and Jerry La- 
rousse. 

Westfeldt Bros.: Captain, Albert Bar- 
rientos, Elroy J. Cain, Sergio L. Lopez, 
H. J. Fricken, M. Blady, I. C. April and 
Bob Folse. 

Some bowlers are not employees of 
the company on whose team they bowl, 
but all are in the coffee trade or asso- 
ciate firms. 

@ @ Charles Kraus, of Selcamerica, 
Inc., New York City, was a_ business 
visitor in New Orleans. He made his 
headquarters at the offices of Adolph C. 
Ricks & Co., his agents here. 

® @ Joscph Harth, of Agencia Unidas, 
San Pedro Sula, Honduras, was in New 
Orleans on business. 

@ ® David Kattan has returned to Hon- 
duras on a business trip. 

= @ Mrs. Kathleen Ferris, of the Arn- 
holz Coffee Co., Wichita, with her 


daughter, Barbara, was a business visitor 
in New Orleans. 

ee J. D. Anderson, of the Southland 
Coffee Co., Atlanta, has returned home 
after stopping off here for his company. 


Chicago 


By HARRY LANE 


@ ® Thomas L. McRaith, 59, a coffee 
broker in Chicago for 31 years, passed 
away last month in St. Francis Hospital, 
Evanston. 

Surviving are his widow, Mary; two 

sons, Barry and Thomas L. Jr.; and four 
daughters, Kathleen, Maureen, and Brigid 
McRaith, and Sister M. Judge. 
8 @ Earl B. Millar Jr., 85, who had been 
affiliated with a wholesale coffee, tea 
and spice company bearing his name since 
1893, died last month in Columbus Mem- 
orial Hospital. 

Mr. Millar was a salesman for E. B. 

Millar & Co., which was founded by his 
father in 1871. His father sold the firm 
shortly before the turn of the century, 
but Mr. Millar continued to work there. 
a @ EF. G. Laughery, president of The 
Coffee Brewing Institute, attended a 
meeting of the activities committee of 
the Research and Development Associates 
Food and Container Institute in Chicago. 
Mr. Laughery is a director of the or- 
ganization. 
@ @ A chance automobile ride 35 years 
ago launched the coffee selling career of 
Albert Marans, who was honored upon 
retirement at a banquet given by the Con- 
tinental Coffee Co., Chicago. 

Mr. Marans, riding with a friend who 
was selling coffee in Indiana, became in- 
trigued with the business. As a result, 
he applied for a job and was hired by the 
Continental Coffee Co. 

Mr. Marans has compiled a record of 
selling over 17,000,000 Ibs. of coffee, and 
is the first employee to retire under 
Continental Coffee’s new retirement plan. 
Although Mr. Marans is retiring as De- 
troit sales manager for Continental, he 
will remain there as a sales consultant. 

On September 12th, 1922, Mr. Marans 
started his selling career in the unex- 
ploited territory of Michigan. While 
enroute to his first city, Battle Creek, 
he stoped at a restaurant in order to test 
his sales technique. By coincidence, the 
name of the restaurant was the “First 
Stop Lunch,” and this is where Mr. 
Marans made his first sale. 

This 50-pound order marked his first 
regular customer and the beginning of a 
career during which Mr. Marans wit- 
nessed the growth of the Michigan terri- 
tory to some 3,000 customers. 
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brae, has been appointed western division 
manager for Thomas J. Lipton, Ine., 
with his headquarters in San Francisco. 
He succeeded Miller Riddle, who died in 
August. He was formerly head of Lipton 
sales in the Los Angeles area. 
® ® |don Harvie, formerly with Hard & 
Rand in Los Angeles, has been made 
manager of the San Francisco office of 
the company, Also entering the office is 
John Cromie, formerly with the Wood 
Co., manufacturers representatives in 
San Francisco. 
® @ Vic Howard has moved into new 
offices at 25 California Street, Room 
247. 
8 & Coffee bean is now the height of 
fashion. People will not only drink it 
but will also see it and wear it. Hasting’s 
clothing store has a double window dis- 
play, sprinkled with roasted coffee beans, 
and old coffee grinders. The peculiar rich 
brown of the roasted bean has been re- 
produced in colors of hats, ties, socks, 
jackets, shirts etc. Going further, glass 
containers for shaving lotion and perfume 
carry the colors in their designs. 
Among the concerns which contributed 
old coffee grinders for the display are 
the Geo. W. Caswell Co. J. A. Folger 
& Co. and the Freed, Teller, Treed Co. 
@ #8 Oswald Granicher_ returned last 
month from an extended trip through 
the Northwest, including Yellowstone 
Park and the Jackson Hole. 
® ® Harold King has moved his office 
to 38 Drumm Street. 
e@eH. L. C. Bendiks, Inc., 
offices at 25 California Street. 


is in new 


lover, Bill Lynch, Ed Manning, Don Has- 


@ @ The coffee exhibit of the City and 
County of San Francisco at the Sacra- 
mento State Fair proved to be a grcat 
success. It was one of the most patron- 
ized exhibits and received third prize. 


St. Louis 
By LEE NOLTE 


@ ® The Chicago Coffee Club was host 
this year for the annual inter-club golf 
tournament, played over the course of the 
Rolling Greens Country Club. 

Judging from the final scores, the teams 
were perfectly balanced. In the final 
count, it was even. Consequently, the St. 
Louis foursome could bring home no 
trophy, but it is expecting better luck 
next time. 

Our congenial treasurer and house 
chairman, Gene Crowson, has become 
known as the coach. Maybe, had he 
coached a little more strenuously, the 
boys might have brought home the bacon. 
At any rate, we find no fault with his 
ability, because we ali love him. 

The Chicago foursome was Bob Swan- 
son, Swanson Bros., Inc.; John Menary, 
Leon Israel & Bros., Inc.; Dick Pulicki, 
Ruffner, McDowell & Burch, Inc., and 
Stu Richmond, coffee broker. 

The St. Louis foursome was Bill Byrne, 
Star Coffee Co.; Walter Sipp, Jr., Jas. 
H. Forbes Tea & Coffee Corp.; Joe Mc- 
Kenna, McKenna Co., Inc.; and Harold 
Schmidt, of R C Can Co. 

@ @® The boys report they had a fine 
time in Chicago and will be happy to re- 
turn . . . when the time comes. 

@ ® Carl F. Hull, president ef the Old 


for coffee men at the Orinda Country lett, Ced Sheerer, Pat Pattinson, Gene Heathcote, Jack Mooney, 
Ernie Shaw, Harvey Brockhage, Tom Williams, Henry Esola. 


Judge Coffee Co., was awarded a plaque 
commemorating the 100th anniversary of 
Old Judge Coffee at a dinner given by th. 
St. Louis Coffee Club at the Normandie 
Golf Club. Roy B. Ruyle, former presi- 
dent of the Star Coffee Co., presented the 
award. 

The dinner, in honor of the 100th an- 
niversary of Old Judge Coffee, was at- 
tended by over 100 repres_ntatives of the 
many Midwestern coffee processors and 
allied industries. 

Mr. Hull stated that he was most grate- 
ful for the cordial warmth and the true 
spirit of cooperation that he has found 
in all of his dealings with members of the 
St. Louis Coffee Club. 

The Old Judge Coffee Co., located at 
704 North Second Strect, in St. Louis, 
has been a leading producer of coffee and 
tea for Midwestern America since 100 
years ago last February. 

Along with the many luncheons and 
dinners commemce ‘ating this event, the 
Old Judge Coffee Co. has been featured 
on a_ half-hour documentary television 
program and was the subject of a com- 
plete rotogravure section in a St. Louis 
newspaper. 
® @ Listeners of Mort Crowley’s new 
“Coffee Club” series, which is broadcast 
daily from 6 a.m. to 10 am. over 
Station KWK in St. Louis, are testing 
their versifying skill in a jingle contest 
based on the good brewing theme. The 
prize—a Philco transistor radio. 

Through the cooperation of The Coffee 
Brewing Institute, all centest entrants will 
receive a standard measure packet cor- 
taining a brewing directions pamphlet, a 
leaflet on the story of coffee, an artificial 
coffee sprig, and the measure. 


Indoors at the Grace Line ay | 
Thompson, Ernest Senn, Lord Th 
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for coffee men (from left): Harry 
iomas, Irving Manning, D. N. Lille- 
vand, Tom Vanderhorst, Bill McClintock, Olin Howell, Vern Aldrich, 


Ernie Kahl, John Fletcher, 
Gleason, Fred DeBow, John Cognetta, Stanley Onellion. Pictures at 
the event were taken by the Grace Line's Max Kahn. 


L. & Binsacca, Roy Cuneo, Stanley 
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BETTER COFFEE 


can be made in 


Clean Equipment SEE PAGE 4 


Write for a sample package of 3 lat a _, 
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WALTER R. HANSEN is a monthly “Reader Service” 
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One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 























Elevator feed conveyor with hopper and size 
motor drive destoner with vibrator, screen id 























and motor drive. only $3.00 the coupon and mail. 

High velocity blower with motor drive and 

2 air separator cyclones. & Tea industries | 
Address Box 67 c/o Coffee & Tea Industries. 106 Water St. New York 5, N. Y. | 
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YOUR 
TWO BEST 
MONEY-MAKERS 


Your Brand Instant Coffee has always brought you higher 
profits than regular brands. 

Now Your Brand Instant Tea doubles the sales appeal 

of your store and your “instant” shelves . . . and 
doubles the profit you're accustomed to make. 






| INSTANT | 
| COFFEE 


© 
i 










BRAND 
_ INSTANT 
| TEA 









Feature both Your Brand Instant Coffee and Your 
Brand Instant Tea. 


They're the two best dollar-making friends you have. 


YOUR PRIVATE LABEL IS YOUR GUARANTEE OF PROFIT 


NSTANTLy, 


So_uBre 
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E Man ufacturing Corporation 


180-04 BRINKERHOFF AVENUE + JAMAICA 33, N. Y. 











New Orleans and Houston: 

Texas Transport & Terminal Co., Inc. 
Philadelphia: Lavino Shipping Co. 
Los Angeles: Transmarine Navigation Corp. 


San Francisco: Balfour, Guthrie & Co., Ltd. 
Montreal: Robert Reford Co., Ltd. 

Boston: Boston Shipping Corp. . 

Baltimore: Penn-Maryland S. S. Corp. 








General Agents 
Grancolombiana (New York), Inc. 
New York Chicago Detroit 


79 Pine Street 208 South La Salle Street 1355 Book Building 
WHitehall 3-7200 DEarborn 2-2230 WOodward 1-3399 





